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SomETHING MIg@ine... 


LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


To pack real sales punch in California, be sure your newspaper 
schedule gives you coverage of the Billion Dollar Valley of the 
Bees. This rich inland area has more buying power than San Francisco 
and Oakland combined. And the favorite newspapers with 
folks in this region are the 


Mc CLATCHY NEWSPAPERS 
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NATIONAL REPRESENTATIVES O'MARA & ORMSBEE 


A UNIQUE CIRCULATION RECORD 


Just look at it for 32 consecutive months — McCall's 4,525,060 aac 
McCall’s circulation for the first six circulation has gained on the same 1953—Ist 6 mos 
months of 1953 is over 700,000 greater month of the preceding year, a record of 
than it was in 1950 continuous growth unmatched by any 


: " established magazine 
Every period since 1950 McCall's cn 
culation has climbed without a slip There is no better measure of a maga 
the only one of the top 5 magazines to zine’s service to its readers. Nor better 
show this consistent gain proof that McCall’s is a continuously 
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pick the winner* 


Your printing problems call for speed 
and dependability right across the 
board — planning ... production... 
mailing. For a safe and sure bet, put 
your money on James Gray, Inc. 

- for the finest in printing, 


lithography and mailing services. 


James Gray’s thirty-four years of 
established leadership in the graphic 
arts weight the odds in your favor when 
you saddle us with your production 
problems. 

Phone MUrray Hill 2-9000 and we'll 
show you how modern equipment and 
highly-trained personnel add up toa 
winning ticket for you. 


No obligation, of course! 


Jnc 


WAVY 


Ja mes 


216 East 45th Street 
New York 17, N. Y. 
MU 2-9000 


LITHOGRAPHERS 
LETTERCRAFTSMEN 
PRINTERS 


*ask us how we've developed winning 
ideas for Springer Publishing Co. 


Giles Movagenent 
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ECONOMICS 


Answers for Pe ple Who 
Economic Benefits of Selli 
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er pht 


raditio 


MARKET DEVELOPMENT 


New Business Ideas from Government? 
Researchers turn up many ideas which a 
turn into profitable commercial products. Fo 

trozen fruit juices. Are you missing some 


By Jerome Shoenteld, Washington Editor 


That's a Strange Way 

to Run a Railroad! 
Farmers along Illinois Central's 
xpect ind p it from intorn 

d better crops and livestock. It adds 

will and t usands of additional ided 
to haul 
By Paul R. Farlow, General Agricultural and | 
Illinois Central Railroad 

Bromfield Puts ‘Malabar Farm" 

Into the Gift-Food Business 


Because good farming me 


p to 
} 


freight 


farmer starts to meet executi 
trom other Malabars., will f 


By Lawrence M. Hughes 


MARKETING 
How Metalacing's Inventor 
Bridged the Gap with Marketing 
Ivan Williams recognized an it strial ‘ nd d 
roduct t fill it. But he was center 
teamed up with an invention m 


ranization 
By Ernest | Crockatt, Preside 


MARKETS 
Now They Speak Spanish in Harlem 


Puerto Rican tmmigration has dramatically 

Negro character of New York's most concentrated 
market. But s has a rising st lard of 
stereotype of the Neg: market in many mayor cities 
By David J. Sullivan, Marketing & Management ¢ 


Caribbean Diary 
An informal report to the editor by a re 


living 


porter 


toms, and markets in the islands en route to S 


SALES MANAGEMENT 


gineerim 


PACKAGING 
When Seals and Labels “HERE'S WHAT WE NEED FOR 
Were Brought into Step . . SLUMP INSURANCE” 


with self-sery d i il buving habits of today’s 
pers, sales 1 24 an example of how an 


in on its merchandising 


POINT-OF-PURCHASE 


Let's Cut Out Cheap Pape 
And Cardboard Signs! 


» it and you'll cut off vour nose to spite your face 
t defender of temporary point-of-purchase materi 
icks his choice with his money—and likes the pay-oft 
By David Bland, Director of Advertising, G. Krueger Brew 
Co 


SALES ACCOUNTING 


Before You Cut Out 
Unprofitable” Items 


If vou can’t understand your accountant when he tells you how 
nuch you'll gain or lose, perhaps he is not giving vou all the 


ires you need to forecast profit results. Here is how to lose 


money by streamlining your product line 


By Wilson T. Seney, McKinsey & Co., Marketing Consultants 3 You need IEN for 
SALESMANSHIP MARKET 


How Devoe & Rayno'ds Explain 


Professiona! Salesmanship to Retail Salespeople. D 
They make it clear. They make it simple. They put it all int IVERSI FICAT ION 
ocket manual. This is the way they tell the men 
inter what to do and say to make sales Spread your sales opportunities and 
risks throughout the 28 industries and 
where new customers are looking for 
SALES MEETINGS products like yours. 


om snag: ncaa “8 Industrial Equipment News will find 
io etai 
ies diectatt ieee A unthought of new prospects for you in 


all industries and help you to sell them 

SALES PROMOTION ... Sales that ordinarily might be missed. 
It's One Promotion After Another For IEN covers ALL of the 28 impor 
tant industries. In these 28 industries 
it enters the 40,000 most active, well 
vith gas. They open refrigerator doors and they hunt for rated plants and buying offices, to reach 
vash clothes. And they go to dealers and buy appliances the 63,000 most influential buyers and 
By Edward W. Hodgetts, Assistant Manager in Charge ot specifiers, Total print order 67,000. 
es Promoti Cincinnati Gas and Electric (¢ 48 


They draw Cincinnatians by the thousands to the lobby of the 
il utilitv. They come to see African violets and how to cook 


This horizontal coverage of all indus 
tries is made possible by an editorial 


SALES TRAINING policy of product information only; a 
First School for Marketing Mer nse — plac ing — ad next 
Attracts 114 Sales Executives » proaue news, a celling on ad size 

which gives you a standard space unit 

r {uate Schoo s Management ind Marketing spon fully adequate to tell your product 

NSE, helps npanyv executives solve basic market : story, at a cost of $150 to $160 a month 


i se hist s q . 
; ai si . $1,800 for all-year saturation. 


SELLING TO INDUSTRY 
Wanted: More Creative Selling TO HELP YOU SELL, ASK FOR: 


For Products Sold to Industry . The IEN Plon 


Part IV f Five Parts . How to write a product 


ABC's of the ng Process news release 
B | 


\lar rner, I ae President, Amercoat Corp i ) How to prepore the most 
R. Hahn, Managing Editor productive ads 
How to cash in on inquiries 
NIAA Report 
CCA Audit 
DEPARTMENTS AND SERVICES an 

Advertisers’ Index 143 Sales Trends (Retail) 

Comment 15 Scratch Pad 

Future S s Ratinas 3 They re In the News 

Hign Spot ¢ > 34 Toois for Selling 

1. tMunea: Trends Thomas Publishing Company 


Sales Manager Worth Writing For 461 Eighth Avenue, New York 1, N. Y 
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posting percentages 


with GOODSTIX 


transparent plastic 


‘SELF-STICKING SIGNS 


ee 


A —— Summer C~cler 
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WO MATTER HOW 


TOPHlight 
Omen —) 


orereric 8 


Thousands of store windows can be yours for the asking . . . and 
numerous other vantage points throughout retail outlets. With 
Goodstix your sales message gets across instantly, strikingly, and 
at low cost. 

Store owners and clerks prefer these signs that go up in a minute. 
No moisture, no tape, no glue, no sticky mess. Just remove tapes 
from pressure-sensitive strips—and press. That’s all! And brilliantly 
printed transparent signs never hamper visibility — stay up, stop 
shoppers, make sales for your product. For that easy-to-apply P.O.P. 
sign — give your retailers GOODSTINX. 

Write for sample folder and ftull details. Dept. SM10 


GOODREN PRODUCTS CORP. 136 West 21 Street, New York 11 


EXECUTIVE OFFICES, 386 Fourth Avenue, 
New York 16 N. Y Lexington 2-1760 


EDITORIAL 


EDITOR Philip Salisbury 
MANAGING EDITOR A. R. Hahn 
ASSOC. MANAGING EDITOR. John H. Caldwell 
SPECIAL FEATURE EDITOR. Lawrence M. Hughes 
SENIOR ASSOCIATE EDITOR Alice B. Ecke 
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WASHINGTON EDITOR Jerome Shoenfeld 
ROVING EDITOR A. G. Mezerik 
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EDIT. ASSISTANT Judith Recht 
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Bursting Balloons 
Palented Troubadours 
Down East 

Quick “mn? Easy 


We 
© stuck » pin inte some 
Odd ideas shout beor 


“We stuck a pin into some odd ideas about beer,” 
says this advertisement for The Fk. & M. Schaefer Brewing 
Company. Caleulated to attract) readership with  dis- 
tinetive illustrations and = short) copy, ads promote 
-more than light and dry — rich 
in real beer character, too. This theme is helping make 
Schaefer's L]1]th year the sellingest ever. 


ba h weler as real beer > 


® Sardines from Maine are pacsed under more than 
100 brands by 27 canners—all members of the Maine 
Sardine Industry. To promote this domestic cateh, ad- 
vertising in national magazines points out that there's 
‘more protein. per penny in) Maine Sardines. News- 
papers and radio in 45 key cities are also used. Ads feature 
simple use res ip 5. 


2) Traveling by twos in their familiar white cars, 
“The Hormel Girls 
promote canned meat products for George A. Hormel 
& Company, BBDO Minneapolis client. These talented 
musicians and singers ereate sales and good will by work 


constantly tour the nation to 


ing with loeal dealers. Between visits they rehearse thei 
half-hour Muste Wath the Girls (Saturdays. CBS-Radio). 


4) When Personal Products Corp. marketed. “Jonny” 
Mop. it had the problem of teaching housewives a 
new way to do an old job. These black-and-white adver 
do this quiekly and 
lramatically. The copy story has been simplified to the 
1-2-3 of “Put pad on Clean toilet 
Bold black hackeround silhouettes eae h easy ste })- 


tisements in national magazines 


. Flush away. 


BATTEN, BARTON, DURSTINE & OSBORN, INC. 
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fdvertising 


“advertising in business publications... 


. 
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of which we do a very great deal, commands our best 
talents. And we have noted with enthusiasm the results of the 
efforts of both ABC and CCA members working together 
through National Business Publications to make their 
publications still more useful and productive.” 


Fairfax M. Cone 


Men and women who plan and in which executives of both ABC and CCA 
produce. the 147 member-magazines of audited business publications can join to 
NBP realize that, when the best brains are discuss their common aims. Rapid growth 
applied to the building of advertising, of this group—NBP—gives clear indica- 
results follow. They know, too, that as tion of the soundness of its purpose: to 
publications are made more useful to produce greater publishing values through 
readers they become more productive for united business press. Today, NBP is the 


advertisers. There is only one organization largest association of its kind in the world. 


el ° . 
| 
a s 


For a United Business Press 


NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N. W. + WASHINGTON 5,D.C. «+  STerling 3-7535 


The national ¢ ation of publishers of 143 Prese i ng thousands of 
; j ; 


erentific. industr pages 
narkeling 
} rr 
f errculation of 3.440.404 
fad / Bureau Wor 
vd ¢ re ulati mn fu [ f, f i ri ! ) CHOME i rite 
fing the Busine 


{OUT ANUCIENCE 


} 
mblicat 
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President of 


X Belding 


where top « 
writers and art directors 


we responsible lor busines 


publication advertising na 
less than for consumer 


adve rising / ormer chattmat 


fhoth the American 


fssectation of Advertisin 


leencies and the Advertising 


Council, batrfax Cone is 
a member of the Advisory 


Council of the former and 


t director for life of the 
latter. Tle ts also a director 
f the {deertising 


hederation ol limertoa 


OCTOBER 


STARTING SUNDAY, OCTOBER 18 ide 
A SERIES OF SPECIAL UM 
ARTICLES in NEW JERSEY'S 
ONLY LOCALLY EDITED MAGAZINE: 


. . 
How To Needle An Airline 
For a long time the nation’s railroads have had a good mad on 
against the nation’s truckers: “Do they own their rights-of-way ? 


Posh!” is the battlecry which has been, in slightly different words, 
translated into advertisements so that no one would miss it. Now the 


railroads have another mad on—and they think a righteous one. ‘This 
time it’s against the airlines which have also been translating their 
battlecries into advertisements: “Why crawl” crooned the airlines, 
“when you can fly?” This sort of thing has been going on for years 


and at long last the Southern Pacific Railroad Company in California 
picked up the gauntlet and let fly—via West Coast newspapers and 


The Saturday Review. 

‘There was a lull in the barrage of comparative advertising afte: 
5. P. let fly with its penpoints—a home thrust on each of the 28 
miniscule pages of an effective little booklet... “Why don't trains 
fly ?”’ 


... but the duel seems to have started again. 


Newspapers in San Francisco, Oakland, and Portland, Ore., have 


just come out with display space in which S. P. takes off on another 
inflated-advertising-puncturing mission. “Fhe copy heads off with two 
airplanes, arrested in flight as they stare bug-eyed at a billboard below 
them which advertises a San Francisco-to-Portland trip on the Shasta 
Daylight ; 


for “only $16.68 including tax . . . $30.25 round trip.” 


Provocation for the campaign was what spokesmen for the rail 
Entitled "New Jersey Knows road describe as “advertising by United Airlines misquoting train 


Seow", the seston rune 30 Sen fares.’ ‘The airline’s copy claimed that its fare was lower than rail. 


, , aioe ine -— This irked S. P = 
duns . .. wilh eater the whete It quoted rail pullman rates, including berth. This irked S. P. which 


sig parried the new thrust with vigorous riposte. 
panorama of manufacturing in 


Americe’s 6th stete ... ere ‘The booklet, first round in the duel, is still cherished and 
chuckled over by many of the 15,000 travelers into whose hands it 
fell. In black and white with somewhat acid pen-and-ink sketches, it 
measures 314” by 454”. A year and a half ago when it first appeared 
in ticket offices and other spots frequented by the peripatetic it was 


ticles are scheduled by indus- 
trial classification in order of 
their beginning. 


snatched up, read trom cover to cover, and passed around. 


IT'S LOADED WITH ADVER- Here’s how Wingspread “Buzz” MecYonder, Astronomical Ait 
TISING OPPORTUNITIES ... ways promotion-minded manager, is seen by S. P. as doing his 
asin Mn 6ec ae stuff: “Airplanes are faster! a Astronomical Airways gets there 
so much soone! than trains can, it gives air passengers lots ot time to 
find their way in from the airport. They need lots of time. As a 
passenger says: ‘Flying is a lovely way to get around in a hurry if 
you've got plenty of time—and also the bus fare’.”’ 


advance schedule. 


Newark 1, New Jersey 


or 


O'Mara and Ormsbee "Airplanes are taster ia 


SALES MANAGEMENT 


400 lines of products! 


... many not having separate advertising campaigns... 


but advertising is made 
to help sell them all 


ml 

The 100 lines of Johns-Manville 
products are sold in more than 65 
separate fields, with many differ- 
ent competitors in most of them. 


But since Johns-Manville cannot 
justify devoting its entire effort to 
any one sales field, or give adver- 
tising support to every line, its 
program of mass education must do 


double duty. 


Each advertisement not only sells 
a specific product but also features 
it as being made by Johns-Manville. 
And the mass exposure of this name 


in general publications, radio and 


OCTOBER | 


television, and in over 250 trade 
and technical publications helps 


build a cumulative acceptance for all 


J-M products in all J-M lines. 


Result? Buyers well-served by 
any one product made by Johns- 
Manville are favorably predisposed 
to buy others by the same maker. 

This favorable experience with 
one product also helps to create 


public acceptance for any new prod 


uct our client wishes to introduce. 


Here, then, is mass education that 
matches the efficiency and economy 
of mass production methods in the 
Johns-Manville plants ... permitting 
more people to benefit from better 
products at lower cost. 


Can mass education be used to 
build confidence in your name and 
your product, too? We would be 
glad to talk with you about it. Just 


call or write: 


J. WALTER THOMPSON COMPANY 


120 Lexington Avenue 


sA 


es, Montevideo, Rio de 


New York 17, N.Y 


I). ¢ 


Janeiro 


Los Angeles, Washington , Miami, 
io Paulo, 


Port 
Melbourne 


Frankfurt, Milan, 
N Delhi, 


Johannesburg, 


sleutta, ydney, 


A STUDY SHOWING THE 
RELATIVE - ACCEPTANCE OF 
NEW PACKAGE SIZES 


( Covers 8 four Week Periods ) 


Burgoyne 


helps prove 


new product 


© After 20 weeks study in Colum- 
bus and Charlotte... our client 
knew how to get one third more 
of the market than he had be- 
fore. The obvious answer .. . 
push the new product nationally. 


© For years national grocery 
and drug advertisers have been 
using Burgoyne store panels. 
They determine success proba- 
bility of new sales programs. 


© Have us evaluate your sales 
problem by over-the-counter re- 


tail sales. 


® Write on your letterhead for 
our Quarterly Merchandising 
Letter, 


And this one: “No expense for meals in the air!” (Cut of passenger 
a sweat). Filbert Weems proved that snacks on airplanes are 
They gave me a souffle,” said Filbert. “A few minutes later we 

i series ot air pockets. I lost my souffle. But what the heck, it 

1t cost me anvthing. What I'n worrving about 1s the breaktast 


| paid for at the airport.” 


find Wallaby Johnson Sitting on his suitcase in the 
nowhere gazing at a marker: “ pper Dental Plate.’ 
proved just like Buzz \IcY mider advertised that you 
and new scenery on an air trip sometimes. ‘Airplanes 
ina rut, they don’t go to the same old dull destination ever 

e, said Wallaby. ‘For instance, I didn’t want to go to Upper 
Dental Plate, Virginia. I wanted to go to Detroit. But the pilot 


put the plane down in Upper Dental Plate’.” 


" Jiplanes are cozter I 
/hsien your 


Ne Sat belts. 
please 


In subsequent pages Buzz proves that “Airplanes are cozier! 
have privacy” (the pilot has a room to himself ‘just like on 

a train’... “the only other private room is the one in the tail of 
the plane and you have to line up for that one . 
~ 

\re you ready for the question: “Well, why don’t trains flv?’ 

Answer: “Trains don’t fly because if trains flew, trains would be 
airplanes. ‘Then somebody e/se would have to be trains, because we 
need BOTH in this country, trains and airplanes. So . 


“Some airlines don’t seem to have grown ip vet’... (we come to 
the homily). “Instead of being proud of themselves in a_ positive 
way, they rely on misleading ‘comparative’ advertising that talks 
about alleged defects in the service of their rail competitors.’” Some 
imaginary examples of comparative advertising in other fields follow 
the suggestion that a Better Business Bureau has raised eyebrows at 
an airline’s tactics and, in the midst of some straight and some 
humorous copy on behalf of trains and S. P., the sign-off: “Prepared 
by the Southern Pacific for its friends, and in the interest of dull 


honest travel advertising Next time try the train.” 


What? He's 
saluting an, AIRPLANE ! ? 


SALES MANAGEMENT 


Many top college and 
professional athletic 
teams—as well as 
companies, clubs and 
other organizations 
—use and endorse 
Capital’s efficient, 
economical Special 
Flight Service. 


A few of the Great Names in sports that 


= 
have used Capital's Special Flight Service | tf PS | 


Notre Dame University 

Green Bay Packers 

U.S. Military Academy Ohio State University AIRLINES 
Pittsburgh Steelers Chicago Bears 

University of Michigan University of North Carolina 
*Brooklyn Dodgers *Pittsburgh Pirates Purdue University 
University of Wisconsin Clemson College University of South Carolina 
New York Giants *Milwaukee Braves Quantico Marines 
University of Maryland University of Kentucky Tulane University 
*Boston Red Sox Baltimore Colts Wake Forest College 

U. S. Naval Academy University of Alabama Michigan State College 
*Cleveland Indians Philadelphia Eagles *New York Yankees 
University of lowa Vanderbilt University Penn State College 

Detroit Redwings Hockey Club Cleveland Browns UCLA 

Virginia Military Institute Duke University North Carolina State College 
*Cincinnati Redlegs *Philadelphia Athletics George Washington University 
University of Tennessee Detroit Lions Chicago Cardinals 

Los Angeles Rams University of !linors Louisiana State University 
University of Minnesota Washington Redskins Marquette University 
*Philadelphia Phillies ePorgetown University University of Pittsburgh 
University of Pennsylvar ‘Detroit Tigers *Chicago Cubs 


Capital Airlines, with mc é ears of Jule | experience, offers the highest standard of service 
f n about ¢ f d 


, hatin 
nager of Group and Convention Sales, 


Washingt 


FROM FIELD CROPS 


FROM WOODLANDS 
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Planned diversification is the Ohio farmer's advantage over farmers in most 
states... his income stabilizer when the market for some product is unfavorable. 
Something to sell every month keeps farm revenue at a high, steady level 

in productive Ohio, a top-third income state. 


The Ohio Farmer doesn’t put all his eggs in one basket. Loss of a lone 
crop won't cripple him. 


Big earnings the year ‘round mean big spending the year ‘round. This 
exceptionally rich market is best reached through the homestate farm paper — 
THE OHIO FARMER. Three out of four Ohio farm families look to 

THE OHIO FARMER for down-to-earth features edited for them about people 


they know and about their own farming methods. 


More farmer-interest makes THE OHIO FARMER preferred reading and your 
strongest selling medium ... brings greater returns per advertising dollar. 

Two comparable publications, PENNSYLVANIA FARMER and MICHIGAN 
FARMER, also serving top-third income states, are equally effective and 
economical. Investigate all three. Write T1013 Rockwell Ave., Cleveland 14, Ohio. 


(Percent Farm Cash Income Received Each Month) 


10.3% 
91% Box 


yin 73% 27% 75% 


Based on eight-year study of Ohio farm 
income — 1940 through 1947 
(Government payment; not included) 


Cleveland, Ohio 
PENNSYLVANIA FARMER, Harrisburg, Pa. 


MICHIGAN FARMER, East Lansing, Mich. 


What makes a newspaper great? 


Back in 1904 the glowering young 
boxer (left, above earned $50 by 
defeating the former world’s bantam 
weight and featherweight champion, 
Terrible Terry McGovern, in a 
memorable 6-round bout. He also 
earned a broken tooth and a stitched 
lip in same, plus a reputation that 
brought him further employment in 
exhibition matches with lightweight 
champions Joe Gans and Battling 
Nelson. 

In January 1953 the white-haired 
ring veteran (right, above) earned 
Walker Memorial 


Award for his 50 vears of “‘long and 


the James J 


meritorious service to boxing.’ In 
the opinion of the assembled greats 
of the boxing world, it was an honor 
long overdue the man who is 1953 
President of the National Boxing 
Association, and Chairman of the 
Minnesota Athletic Commission 
Both pictures, taken nearly a half 
century apart, are, in fact of the same 
man George Arthur Barton, senior 


sports reporter of the Minneapolis 
Star and Tribune and one of the 
most sincerely respected 
authorities in America. 
Sportswriter Barton started box- 
ing professionally at the turn of the 
century to augment his $10-a-week 
reporter's salary 


boxing 


later became a 
boxing instructor and referee. He 
discovered and developed such bat- 
tlers as Mike Gibbons and Young 
Jack Redmond. He has been the 
arbiter in more than 12,000 fights, 


has raised in victory the hand of 
important fighter of 


nearly every 
our time. Asa judge and major figure 
in the boxing world he helped de- 
velop the Golden Gloves tourna- 
ments, where hopeful young boxers 
get a chance to show their stuff in 
clean, well-organized competition. 
Barton's first-hand acquaintance 
with all phases of boxing is reflected 
inevery story he w rites for the sports 
pages of the Minneapolis Star and 
Tribune. His ringside reports are 


classics of clarity, color and accuracy. 
His judgments —as referee or scribe 

are considered and quoted by 
fighters, fight fans and officials the 
country over. 

In a region that takes its sports 
seriously and demands absolute 
competence from the men who write 
the sports pages as well as the news 
pages it reads, George Barton ranks 
high among the friendly experts 
whose ability and thorough-going 
knowledge of their craft helps keep 
the Minneapolis Star and Tribune 
the best-read newspapers in Ameri- 
ca’s Upper Midwest. 


Minneapolis 
Starad Tribune 


EVENING 


MORNING & SUNDAY 


620,000 SUNDAY -485,000 DAILY 


JOHN COWLES, President 
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COMMENT 


The Names Mean the Same 


lawver calls him a client 
loctor calls him a patient, 
hotel calls him a guest. 
editor calls him a subscriber 
broadeaster calls him a listener-viewe! 
ooperative calls him a patron, 
‘retailer calls him a shopper. 
‘ducator calls him a student. 
acturer calls him a dealer. 
politic ian calls him a constituent 
banker calls him a depositor-borrowe 
sports promoter calls him a fan 
railroad-airlines calls him a passenger 
‘r calls him a parishioner. 


ap ofessional name to the person who buys your 


but no matter what vou call him, he is always 


Before You Get Mad 


% eeping Hooverism Is a taunting phrase the Democrats have 
tossed into the political talk of the day. It may make businessmen 
sputter and curse the Democrats, but it is a foolish businessman who 


whores ifs impli ition 


Neither the Democrats nor the Republicans have any desire for 
inothe depression. \s a matter of fact he politic al reporters at 
the welcome-home Stevenson party the Democrats staged in Chicago 
wrote that the Democrat big-wigs were watching the stock market 
is closely as the Republicans who followed them into town for their 
wing dir g Reason: ‘| hey own large blocks oT stocks, too. 

In Case the victorious Republ Cans have forgotten the 

stressed the idea that declines in employment and pros 

take place indet Republican rule. The present slide in farm 

ind stock quotations and the return of spot unemployment 
gone innoticed by the people or the politicians. 

been making political hay out of their 

t creeping socialism.”’ Most people may not know what 
means but it so inds bad and in theory they agree with the 
ins that it ought to be eliminated. But as the farmers have 

their recent vote on controls and 
no controls and low prices, they vote for more control 


cans have labeled that “creeping socialism.’ 
slide-off in price it is natural for Democrats to 


friends about “creeping Hooverism.” It was 


rats were able to do something about 
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It costs 


42:, less 


to advertise 
and sell 


Canton, Ohio 
REPOSITORY 


Families in Canton, Ohio spend $1165.00, 


or 42% more on food per year than the 
national average. Consequently, the 
food advertising dollar you invest in The 
Canton Repository reaches a market 
42% richer than the national average. 
Ona cost-per-sale basis, then, it costs 42% 
less to secure food sales through 
Canton’s only daily newspaper — The 
Canton Repository. Include this 
powerfully-selling newspaper on your 
food advertising schedule — get 100% 
city zone coverage (98.8% home 
delivered) in this rich market! 


*Sales 
Management 
1952 


Survey of 
Buying Power 


A Brush- Moore newspaper represented 
nationally by Story, Brooks & Finley 


does Good Housekeeping 
produce by far the most 


retail tie-in advertising? 


There’s no better index of how you're doing with consumers than how you're being pro- 


moted at the point of sale. Retailers advertise products as advertised in GOOD HOUSE- 


KEEPING because there’s more consumer acceptance for these brands. It’s an acceptance 


built on the most convincing sales-clincher—a money-back guarantee. 


WHOEVER SELLS YOUR PRODUCT....WILL SELL IT HARDER 
WHEN IT’S ADVERTISED IN GOOD HOUSEKEEPING 


Wherever your distribution lies—through department stores or jewelry shops, radio or 


appliance dealers, food chains or shoe stores— wherever you sell, you'll find the big sell is 


on brands as advertised in GOOD HOUSEKEEPING and backed by the Guaranty Seal. 


January through June, 1953 
TYPE OF OUTLET 
Department Stores 
Furniture 
Hardware & Appliances 
Food 
Lumber Supplies, Builders & Realty 
Jewelry 
Shoes 
Plumbing & Heating 
Radio & Music 
Paint & Wallpaper 
Drug 
All others 


Compiled by the Advertising Checking Bureau, Inc 


Retail Advertising Linage Tying up with 
GOOD HOUSEKEEPING and the Guaranty Seal 


LINES 
8,387,387 
3,529,645 
2,973,419 
2,161,179 
2,295,531 
1,140,680 
483,614 
381,346 
441,916 
583,133 
244,184 
2,477,163 


25,099,197 


by checking oll daily and Sunday newspapers in oll cities 


If your national 
advertising is not 
producing results like 
these at the retail level 
— let us tell you more 
about GOOD 
HOUSEKEEPING. 


Fu 
mint O 7 FUND 6, 


because retailers know 


So a) 
> Guaranteed by ” 
Good Housekeeping 
a 

40; Y 


4S apyenristd WE 


GOOD HOUSEKEEPING sells goods 


A {per THE HOMEMAKERS’ BUREAU OF STANDARDS 10,650,000 
DW cory 57th STREET AT 8th AVENUE, NEW YORK 19, N. Y. readership 
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epression that kept the Democrati: party in power for 20 years. Everysopy 


. lhe people are aware that President Eisenhower has surrounded WAN I S ONE 


himself with businessmen, and this is known as a businessman's ad DELUXE 


ne ga So tar the people are satisfied with most of Ike's BAR-B-Q-PAL 
ssistants. 


BUSINESS 
GIFT! 


Kisenhowe: has told the people that they should look to wen 


lutions to their problems before they run to govern 
ment But it 


selves tor the solut 


has been 20 years since business has had the 
major responsib lity for prosperity so sq iarely placed on its collective 
shoulders. Do businessn en recognize that? 100 LOT 
WITH AD 
“Unless business assumes the leadership that has been tendered,” $1.45 ec. 
warns The York Report, “it is certain that there will be strong 
demands for the government to - I its paternalism.” a 
OUTDOOR 
Lhe York Report states that la ve segment of management BARBEQUE 
has failed to act upon these new responsibilities . . . t's unde Sharpens knive 
standable. Many executives have been sO act istomed to looking to 
Roosevelt and lruman. tor guidance that they are now looking 
to isenhowet to call the signals. They have not vet realized that 


they are now the quarte backs ot their own teams. 


ch 

and 

boxed with com 
1s attrac 


Creeping Hooverism” may be fighting words but businessmen ly hot stamped in 
better not let them become fact. Business is no longet on the side kt. gold on the 


lines nor is ifs advice on economic matters sought only occasionally, 


@ Shepee ore ® Shorpens Kaives 
but it 


Is right in the seat of government calling the signals. lhe 


and Holds 2 Knives 
people are wate hing. 


Need More Research? Call your Se Rg jobber now of 
PUBLICITY PARK DIVISION 
ae z Tg 


[he government is tooting the bill for 53 ot the basic scientific 
ind engineering research now underway in the United States, a 
ording to Business Week. Industry, with some government money, 
and some of its own, does 70° of the work. We wonder if govern 
ment and business are conducting enough research in the marketing 


ot goods ? 


Why Don't They? 


We were about to ask when the soap-detergent people were going 
to catch on to the need of the traveler when along came Doyle 
Decker, Inc. with ‘Trip Suds, a package with 20 packets of a detergent. 

Mien and women who travel may or may not have the time to 
send their clothes to the hotel laundry but, women. especially, do 
a lot of light laundry in their hotel bathrooms. ‘Trip Suds should be 
ideal tor them. Undoubtedly, hotels soon will stock small packages 


ot detergents aS a guest service. 


. 
. nother 
We wonder who will be the first manufacturer of bathroom equ A " 


lp 
ment to design fixtures for hotels (and private homes, too) for the minated 
convenience of people who have a few pieces of clothes to wash and 


1ry ? 


designed ft 
al a hut vi 


dealers a 


. , : the countr f 
W idespread use of nylons Tol all kinds of mens and women s ad , 


clothing, and of Dacron for men’s shirts. offers new sales oppor | Firestone Tire & Rubber Co. 
? 


¢ / 


inities tor clothing, detergent, and equipment manufacturers. Quick 
drying clothes mean that people can pack fewer clothes for a trip 
and travel lighter and in greater convenience. But this will be true 
only it they find handy laundry facilities enroute. 


51GNertising” 


The family, for example, on a two or three-week tour Staying the science 


in one place only overnight—would welcome more efficient washing 


and drving facilities for light laundry. ‘The same is true of the com NEON PRODUCTS, INc. 
rnie cial tr iveler ona hedge hopping trip, espe ially overseas, America’s largest and most experienced 


manufacturers of illuminated signs 


he market is wide open. 700 Neon Avenue, Lima, Ohio 
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A GREAT NEW 


concept in 


TELEVISION — 
jee ah my 
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ITING NEW national 
sales offices of NBC Spot Sales 
in the RCA Building, New York, 
are headquarters for a revolu- 
tionary spot-buying technique: 
called Electronic Spot Buying. 
It’s the dramatic use of TV to buy 
Spot TV. 


ELECTRONIC SPOT BUYING 
enables advertisers to see live local 
r'V shows originating at the stations 
represented by NBC Spot Sale 
Now, over a closed circuit, you can 
on specific occasions see local TV 
personalities, station facilitie 

your commercials on-camera and 
even your markets—all without 
leaving the NBC Spot Sales 


headquarte1 


EVER-INCREASING SERVICES: 

\ new sales office in Detroit... salesmen with 
an intimate knowledge of our stations gained 
through travelling more than 175,000 mile 

nce the first of the year to those markets... 
copy clearance specialists ... research staff 
that provide data for scientific time buying... 
experts in TV film and slide specification 
all these added to Electronic Spot Buying 
make NBC Spot Sales a better spot than ever 


to do bu ine 


NBC] SPOT SALES 


0 ller Plaza, New Yorl N. 


representing TELEVISION STATIONS: representing RADIO STATIONS 


KSD-TV / wnec 
WNBW | — 
mand KNBC 
” WTAM 

wRe 
KPTV KSD 
KONA i KGU 


3 BULLS-EYES 
IN 1 TARGET 


IN THE 
GREATER PHILADELPHIA MARKET* 


BULL’S-EYE #2 
PHILADELPHIA METROPOLITAN AREA (8 counties) 


The Evening Bulletin is the daily 83% of population 

newspaper with the largest 80% of retail sales 

circvlation—read by 62% of families | 88% of new capital 
expenditures 


% No matter what you call it—''Delaware Valley,” “The Work- 
shop of the World, 
you're still talking about the Greater Philadelphia Market, and The 


The New Eastern Industrial Metropolis’ — 


Evening Bulletin is the daily newspaper with the largest circulation. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; New York, 285 
Madison Ave.; Chicago, 520 North Michigan Ave. Representatives: Sawyer 
Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 


BULL'S-EYE #1] 
PHILADELPHIA CITY (1 county) 


The Evening Bulletin is the daily 47% of population 
newspaper with the largest 51% of retail sales 


circulation—read by 72% of families | 37% of new capital 
expenditures 


Aim your sales artillery at the 
Greater Philadelphia Market—hit three markets 


in one with The Evening Bulletin! 


In the Greater Philadelphia Market 
The Evening Bulletin 
is the daily newspaper 


with the largest circulation 


BULL'S-EYE #25 
PHILADELPHIA TRADING AREA (14 counties) 


The Evening Bulletin is the daily newspaper 
with the largest circulation—read by 55% of families 
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TRENDS 


As seen by the Editor of Sales Management for the fortnight ending October |, 1953 


IF IT WEREN'T FOR WALL STREET 


lhe e would be tew rT ibout the 

‘SS I months ahead were ft not tor the downward 
averages on the security ex hanges. The investors (or is 
it the speculators?) are trving to tell us that profits will 
be lower. Perhaps they 


are making a correct appraisal. 
t the record of the stock market as a prognosticato 


telling us fo torget all about 

economic 4 rget that the month of 

ounded out a summer which in volume. ot 
production and trade has probably exceeded any previous 

summer—to forget that industrial production, after a 
dip in July due mainly to vacations, recovered in August 
to near the high levels of the spring—to forget that en 
ployment over all has continued to tax the available labo: 
supply—to torget that aggregate retail distribution ap 


parently equaled or exceeded last year’s figures. 


But as Jack Aspley points out in a recent Letter, what 
is going to happen depends much more on what people 
think and what they decide to do about what they think 
than on factors to which economists attach so much in 

¢t 


portance, 


Various field surveys among consumers indicate that an 
overwhelming percentage of Americans believe their per 
sonal prosperity will continue at around the present level 
‘They are actively planning future buying even to the 
point of thinking about how they will spend the extra 


take-home pay when scheduled income tax reductions be 
come ettective next January. 


‘The most recent consume survey by the Federal Re 
serve Board indicates an optimistic feeling about the 
future and this is confirmed by a survey of 2,500 con 
sumers by the Psychological Corporation. This showed 
that only 18.807 fear that inflation and high prices 
threaten prosperity. At the same time last year the per 
centage was 28.4. 

urse there is a direct relation between current 
income and current purchases and it would be stupid to 
argue that even though a family mav have large cash 
reserves it will continue free spending if the income 
rroducer loses his iob. 


And vet it does seen » Oe e that moderate ups al 


downs in income are no nportant as they once ma 
ve been. In the August ) 1é » article on Lhe 
American Ma 


statement appears: 
“Economists and even me vandisers often describe the 
Onsulhe , DUVINg hab tS as t they were a Tun 


prower 


Ornlie \ relate thos ~ to income | 


income, and then cor vllogism ot predi ting 
buying changes. This creasingly unreliable 
Precisely be 


market has so n ick 
] 


discretionary in it can buy much more in. the 


DCTOBER 


U.S. Farmers Owned 


BILLIONS OF DOLLARS 
OF LIQUID FINANCIAL ASSETS 


19.2 TOTAL 


U.S. SAVINGS 
BONDS 


CURRENCY 
14.2 & 
BANK 
DEPOSITS 


“ 


r—— JAN. Ist —— 
1940 1946 1953 


SOURCE: FEDERAL RESERVE BOARD 
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Even with a 6% drop in income, the average farmer continues 


prosperous. 


way of novelties, and variations. And so it grows more 
vulnerable to competitive selling, and even pure whim, 
and does not buy according to fixed pattern.’ 


We think that is sound thinking. Income, of course 
must be the base of all sales projections, but the mere 
existence of income does not correlate precisely with sales. 
\ man may need a new suit and he may have the money 
in the bank to buy a new suit but whether he does buy one 
will depend largely on the confidence he has in the future. 


We think he is reasonably confident now. He expects to 
have a continuing job. He looks forward to a tax reduc 
tion even tho igh he knows it isn't going to be large. He 


expects relief from inflationary pressures 


Until we ‘e evidence that confidence is gone we 
shall continue to believe that he, the average Americar 
onsumer, more right about the future than WW all 


Research Institute of America 
expenses are ripe tor pruning 


in away fat without 


2! 


y sales volume. During recent years of easy selling between principals of supplier and chain. That situation 
y wasteful habits took root. is changing rapidly and will produce important changes 
in the number and type of salesmen in many manutfac- 
eport poses this hypothetic« al example: turer sales organizations 


that a salesman’s expenses are 100% ot 


ppose Some of the reasons back of the change are these: chain 
headquarters are learning that all retailing is local and 
that store units can seldom be effectively merchandised 


or promoted under the iron authority of headquarters; 


ales and that it costs him $20 a day to cover 
He must sell $200 to carry his weight and 


mpany its normal profit margin. 


a the growing concentration of chains in shopping centers 
knock $1 off the $20 and still produce the Ppme 


; has made it compulsory to give the store manager some 
would achieve the equivalent of an extra $10 


latitude so as to enable him to merchandise and promote 


ess daily. “Taking that as a pattern, why don’t ere 
with some show of distinctiveness; merchandise display 


late the idea into the arithmetic of your own | } . ° : 
is becoming the vital ingredient in retailing and the 
store manager can play this role better when he does not 


dance con pletely to strings pulled by headquarters 


d find out how rapidly such gains in expense 
ht mount up? Especially if you have bonuses 
types of incentive pay, you can probably 
trom most salesmen by pointing out that mu 

saved will shortly go back into the pockets 
And, as RIA points out, ‘Perhaps note that 


will be in the kitty for sales promotion 


Ihis greater authority on the part of the chain store 
manager doesn’t apply equally to all chains in all tields 


| 
but it does seem to be a trend. 


nd othe salesmen’s helps.” 


BLUEPRINT OF THE GOOD EXECUTIVE 
THE CHAIN STORE MANAGER The American as come up with 


, . point vardstick to ne: ining a sood executive 
Ihe September 15 issue of Grey Advertising Agency's , 
: seems to apply to the sales executive as n 
Aare \latte: points to a significant change in the 
Tt low al managers of chain stores, They are 
greater latitude in the operations of First, he is critical in his approach to any 
. promotional plans worked out by manuta inalvzes his own preconceived opinions and his 


‘ 


vith chain headquarte: ipproved by chain head os ighs the evidence analyzes alternatives, and 
the means most likely to bring about the desired 
bulletined by chain headquarters na\ still , ~ : : , 
ipproaches each problem with an open mind and 
i 


+} . 


appro or Ne re nanayvel ; re rie 


conclusions against the facts. He aware that no 

e ettectiy ind is ready and willing to change his mind in 
new ey ide nce 

issumed that chain store business 

Ne roviations were to be exclusive \ Second, ' em d nage itive aay characterized DY 

. ibility to subordinate his own desires in order to encourage the 

best efforts of his subordinates, Although he is the planner, the 


supervisor, and the maker of decisions, he multiplies himself 


through the loyalty, enthusiasm, incentive, and cooperation he 
AGE OF 72% nstills and encourages in others 
t+) 
AUTOMOBILES OWNED an executive is to reach top managemnt levels he must 
ve a third quality, a broad view—a width of scope, vision, 


1 pe spect r It s ol ious that exe itive cannot know 
IN THE U.S. . “‘e ) V in ex in ’ 


evervthing, but must know a little bit about evervthing, 


ind he must manage to achieve an understanding of the methods 
ind byectives of the mayor fields ipplic able know edge He 
must learn to orient himself in a wide sphere of interests; 
ist know how to extend the horizons of his competence in any 
rection that becomes necessary. In meeting whatever problem 
is called upon to solve, he must be able to analyze and 
comprehend the connection among all of its related aspects 


Fourth, he possesses high standards of value. Like the voca 
tionally trained man he has oft course, standards f sound 
workmanship and honest performance. But there are other 
standards than those of workmanship and performance, and 


here again the good executive rises above his fellows. For, in 


31% addition to his professional standards, he has a sense of social 
0 


07 o7 ind intellectual, of ethical and moral values. And, as a result of 
30 0 28 () oO 


this sense of values, the good executive has a motis 
driving sense of purpose, to employ to their utmost 
07 the powers of character and integrity which he poss¢ 
11% 
: Finally, and most important of all, the good exe 
| characterized by judgment—the capacity for making 
i Cisi most of the time Indeed, without juds 


judgment 


1 YEAR 210314107 MORE hre o subordinates and superiors alike. The exec 


judgment in generous m ire the exec 


t 


OR LESS | YEARS YEARS THAN ; ly forge t self-re 
7 YEAR ictibl He is tl \ t rics business 


SOURCE FEDERAL RESERVE BOARD 


GRAPHIC BY PICKS Nd 


years should be excellent ones for the autc PHILIP SALISBURY 
cement market Editor 
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This : This 
is ' IS 


interest KINTHUSIASM! 


he 
AMERICAN WEEKLY 
creates HNTHUS IASM 


As America makes its great sociai and economic change to a one-class market, 


The American Weekly becomes more and more effective 
in serving the Moneyed Middle Masses! 


*Enthusiasm is interest raised to the buying pitch! 
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ery Ss . 
Os + 2 * ‘ 


aA ae ort a 
4 3 


- 


5 pote 


ONE OF COMPO'S COMMITTEES: President Charles W. O'Conor, fourth from the 


left, sits with one of the 10 management committees which meets every other Friday. 


Management by Committee: 
How It Works at Compo 


ls decision-making actually speeded up? Why are junior 
executives brought into policy matters? How does the 
president exercise his traditional authority to manage? 


Based on an interview by Bernard G. Priestley 


BY CHARLES W. O'CONOR : President 
Compo Shoe Machinery Corp. 


“\Tonday-morning quarterbacking”’ 
s virtually non-existent among execu 
Compo Shoe Machinery 
Boston. 


tives ot 
Corp. 

Reason: Compo executives, junior 
members of 
; Compo ()perating Committees.”’ As 
such, they are responsible for the an 


as well as semor, are 


day-to-day 
problems and to 


ticipation of operating 
recommending solu 
ThOns 

By indulging in ‘Monday-morning 
quarterbacking,” they would be se 
ond yuessing then own recommenda 
' 


1Otys 


Compo Is research 


engaged in 
engineering, manutacturing and the 
leasing ot shoe machinery to shoe 
manufacturers in the United States 
and Canada, and in the distribution 
of shoe and industrial adhesives de 
manutactured by the 
wholly owned 


veloped = and 


corporation s subsidi 


24 


ary, The Compo Chemical Co., Inc. 
In addition, Compo exports machines 
and adhesives throughout the world. 

The committees were organized 
under the direction of Charles W. 
()’Conor soon after he became presi 
dent of Compo in March, 1952. The 
10 committee members meet every) 
other Friday, at various times during 
the day. 

President O’Conor sits in as chai 
man at each of the committee meet 
nyvs he Is able to attend, When he 
cannot be present an assistant takes 
his place 

One of his major reasons for or- 
ganizing the 'Cono 
explains, was to help him to become 
more quickly acquainted with divers 
fied company activities. The commit 


committees, 


tees are an invaluable time-saver. In 
addition they keep O’Conor informed 


about the progress of the company. 


Some of the results of the opera 
tion ot the committees, a 
()’Conor are: 


cord ng to 


‘lL. They have enabled us to de 
velop important policy and procedural 


changes in operating plans. 


“2. They have saved us thousands 
of dollars through the economies and 
better planning made possible by 
committee recommendations. 

“3. They 
and more sympathetic understanding 
by department heads of the problems 
and objectives ot tellow executives. 


have developed a new 


“4. They create team spirit among 
the executive group, which has ma 
terially benefited the company as a 
whole.” 


The value of these committee ses 
sions was recently proved by a meet 
ing devoted to Adhesive Development 
and Planning. A need was found in 
the field for a specific type of shoe 
adhesive that would be faster and 
have additional features requisite to 
modern and volume shoe production. 

‘The committee laid down specifica 
tions for this new adhesive: what the 
adhesive was to do 
it should adhere to 
and prod 


; type ot materials 
; various chemical 
iction aspects such as drying 
time, tvpe of activation, price range, 
etc. These data were given to the Re 
search Laboratory staff. Staff men 

bers went to work until they devel 
oped the shoe adhesive to do the job. 
After thorough development, includ 
ing wear and manutacturing tests the 
shoe adhesive exceeded ommittee 
specifications. It had additional advan 
tages which enabled the Sales-Service 
[Division to service accounts bette 

and to increase shoe adhesive. sales. 
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’Conor 


trees can 


believes that such con 
f properly selected and 
be invaluable in giving man 
agement in numerous fields a more 
complete understanding of all phases 
of day-to-day company operations. 
This is essential in view of the ever 
ncreasing complexity of manage 
ment’s problems under today’s com 
onditions. 

He points out that the basic re- 
quirement of such a committee system 
s that the committees be tailored to 
the needs of the individual company. 


petitive 


Periodic reviews are necessary to as- 
sure that the program achieves its 
goals, 

Because the business is diversified, 
the first step taken in forming the 
“Compo Operating Committees” was 
to define the duties of each of the 20 
department heads who comprised the 
senior and junior executive groups. 
Considerable time was expended to 
insure that each department head 
knew what his authority and responsi 
bilities were, so that there would be 
no conflict in routine operation. oft 


the bus ness, 


Define Areas of Interest 


The next step was to define the 
areas ot mutual interest in important 
phases of the corporat on’s operations, 
ind to assign personnel to each com 
mittee. (Committees vary 


trom four to seven, ) 


n number 


Koy example, in the case of the 
lesives Planning 
Committee, sales managers of the 
\dhesives 
\Iachine Department were selected 
as members, in addition to the tech 


Development 


Department and of the 


n adhesives and the 


Is neces 
utives to keep in 
ve and production 
work together. It 


pul poseless 


experts 
would 


ti new adhe 


) 
omo;rion, 


P| 
lanning 


C)rhe 


OCTOBER 


was 19.6%. 


What Is Compo? 


The soles for 80,774,476 pairs of shoes were glued in 1952 with equip- 
ment designed by Compo Shoe Machinery Corp., Boston. Many shoe 
soles were glued with Compo’s adhesive. 


The man who brought the machinery and those shoes together is 
Charles W. O’Conor. He resigned as vice-president and general sales 
manager for International Shoe Machinery Corp., Cambridge, Mass., 
and moved to Boston in 1952 to become Compo'’s president. 


President O’Conor lost no time in setting up the management com 
mittee plan to meet the sales goals set by Chairman Hamilton Pell. 


What's happened to sales under committee management? 
For the 11 months ended Nov. 30, 1952, total U.S. shoe production 


was up 6.7% from the same period in 1951. But shoes made under the 
Compo system gained 18% in this period. Compo’s sales gain for 1952 


sives Production Planning; Machin- 
ery and Inventory Planning; Em 
ployee Relations; Financial Planning 
and ‘Terms. 

A secretary conducts the work of 
each committee. He is selected on the 
basis of being the principal depart 
ment head within the scope of the 
committee’s duties. 

Each committee is required to con 
sider all matters brought to its atten 
tion by members, by other department 
heads or by employes. It is the secre 
tary's duty to see that all matters 
brought to his attention are consid 
ered at the earliest possible date. Since 
a meeting is scheduled for an hour’s 
duration, however, only matters on 
disc ussed, This 
limitation is necessary so that a meet 


the agenda May be 


ng will accomplish its objective with 
n, oO lose to, the time allotted for 
CAC h SESSION. 

The meet ngs proceed in accord 
ance with a definite pattern. 

First, there is the Discussion phase, 

iring which a subject is carefully 
inalvzed All committee members 
take part in the discussion and give 
the ! thoughts and suggestions on the 


' , 
handling of a problem. 


Second is the Decision phase, when 


nary ourse of action is de 


; 


exan ple 

oncern the ippointment of one 

two members to obta n addit onal 
nformation on the subject at hand 
t e meeting, 

lis the Recommendation phase 


fic recommendation on a 


course of action is made to the presi 
dent. 

The committee secretary makes a 
report of the meeting in duplicate on 
a special form. It is initialed for ap 
proval by all committee members be 
fore it is sent to O'Conor’s office. 
He then initials each page and indi 
cates approval or disapproval of re¢ 
ommendations. 

“When | feel that the 


mendation is not for the best interest 


recom 


savs ©’Conor, “I 
return it to the committee for fur 


of the company,” 


ther consideration and suggest modi 
fication. ‘Then I sit in at the next 
meeting to discuss the matter with 
the members so that a suitable recom 
made. When the 


recommendation has been approved 


mendation can be 
I issue specific instructions to the 
department head concerned, and the 
recommendation is carried out. 

“Summaries of the approved recom 
mendations are made every three o! 
four months and distributed to com 
mittee members to keep all depart 
ment heads currently advised on the 
course of the company’s operations as 
suggested and approved through the 
various recommendations. 

‘Note that the functions of the 
committees are suggestive or advisory 
only since no committee or secretary 
} tl 


Nas 1 authority to Issue instructions 


to a department head for a specifi 
course of action. It can also be seer 
that the work of any one committee 
does not interfere with the 
(continued on page 128) 


THE NEW DEPARTURE... After 32 
years in newspaper advertising you 


might reasonably expect William—Bill 


; Phelan to be experiencing butterflies 
' in the stomach: He's coming East from 
‘ ‘alit li where he’s been idvertising 

2 


, 
the San Francisco Chronicle 


( ne vertising sales manage! of a 
ENTRA navazine I] oman § Tlome Coompanton. 


Bill Phelan is 


hallenges and he’ 


a guy who thrives 


S is €X ted is i 


the change. A born San Fran- 


spent all but SIX months 


ice with 


new sp ip 


een the ( hron 


Tie 


long Chroni 


( red football 
He holds i 12 


de 


rancisco Ad 
Newspape1 Adve 


\e f es Assox ition rol ! 


fe’s also lectured at Golden Gate 
ZC. His hobby ; ‘| wo 


grandsons 


ROSES AND DECISIONS mix admirably 
\W. Gwynne, a Wate loo la., 


attorney who's just 
pointed a member of the Federal ‘Trade Commission 
dent Eisenhower giving the Republicans a 3-2 Party 
the Commission. As an antidote for all 
| 


brain work 
adone as a member of the House | 


! idiciary Committee (1 . 
‘nm consecutive terms in Congress, beginning 

Ss an expert rose grower, specializing in unusual 
types. Gawynne, a serious-minded man, was born 


on 
near Victor, la. He had no pampered childhood, was taught 
that educ ation Was \ ital. By 19] +, at the we of 25 he had won 
his LL.B. from the state university, but before he could settle 
i law career the first world war came. 


in France with the 88th Division. He 
when he got home: From 1920-26 he was a judge 
municipal court of Waterloo, la. Then |} 


1 Was county 
Blackhawk County until 1934. Since 1948 he 
} 


mbe ota Waterloo law fil 


( iW yvonne server 


made up for 


m. He admits he'll 


ii 


but looks torward to W ashineton’s challe nve 
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ALMOST BEFORE the telephone operators at ‘Typhoon 
Air Conditioning Co. could learn that Mark E. Mooney 


was the new v-p in charge of sales, the hard-hitting Irish- 


man was holding district managers’ meetings. Mooney, 
who came to Typhoon from Baker Refrigeration Co., 
where he held the same title, is a Notre Dame man who 
believes in teamwork where his sales forces figure. Long 


active in outside sales activities, he was—until he moved 


to Brooklyn and T'yphoon—president of the National Sales 
Executives of Maine. He's spent his career selling devices 
to keep people cool (as product manager for Carriet 
Corp.) as well as foods. ‘Typhoon, the only major manu 
. facturer specializing exclusively in packaged air condi 
tioning equipment, hasn't had a v-p for sales since Don 


) 
Petrone moved up to executive v-p several years ago. 


, Under Mooney’s direction Typhoon expects to boost 
sales 50° this year... He plays golf “in Ike’s class,” 
occasionally breaks 90. But he’s proud of his work with 


youth: He has been chairman of the Northeast District's 


Key Club of Kiwanis which does grand work with kids. 


They're in the News 


BY HARRY WOODWARD 


HE DIDN'T WANDER I the \“ ilale rhess, Neve rtheless 


Sol W. Gross is glad to be home again with Emerson 


Radio and Phonograph Corp. atter nine years of running 
his own electronics business. During those years “TV has 
been growing up; Sol returns to a company that is ag 
. Tress e] nN aking ta sel] ny ‘| V sets where it was 


it Sol s bi nyging 


rson 


e 


{ 


harge ol prose 


tior ind pu hasing. During almost a decade when he 
Was aw he became te hically sales-minded. And_ his 
new | merson post is V-p i ha ve ot sales. lhe expel 

ences ot inning a business of his own sharpened Gsross 


ult to find a top salesman 


Marshall College, won his BS in. Economics from Co 
lun b i He ime to | nerson as a bookkeeper nis first 


outlook for ‘TV sets is 


ORIGIN OF A CAR LOAD: This is a tree planting machine developed 
by Illinois Central. It can plant 1,000 seedlings per hour. IC has helped 
to plant 90 million trees on property adjacent to its lines... 


l4 


“That's a Strange Way 
To Run a Railroad!" 


Farmers along Illinois Central's right-of-way have come to 


expect—and profit—from information on how to grow 


more and better crops and livestock. It all adds up to lots 
of good will and thousands of additional cars to haul. 


Based on an interview by David J. Atchison with 


PAUL R. FARLOW 


General Agricultural and Forestry Agent, 
Illinois Central Railroad 


The Illinois Central Railroad’s ag 
ricultural story illustrates a basic prin 
ciple of civilization: “As we help 
others, we help ourselves.” The rail 
accomplishments — in 
farmers in the territories it serves is 


road's helping 
an impressive story of American rail 
American agricultural 
growth, each of which is responsible 


roading and 


for the success of the other. 

Wayne A. Johnston, Illinois Cen 
tral’s president, describes the rail 
“| do not want to 


imply that the large sums we have 


road's philosophy ° 


spent over the years to develop agri 
culture and forestry have been a don 
ation of pure charity. The Illinois 
Central had a long-range motive in 
all these activities. The cynic may 
wish to call it a selfish one. Our aim 
was, and is, to develop the prosperity 
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and well-being ot the territory we 
serve, for as the prosperity of the 
people along our line increases, the 
fortunes of the Illinois Central also 
climb.” 

An investment by the road to in 
sure ftuture loaded freight cars 1s a 
sound one. Approximately one-third 
of the population of the U.S. dwells 
in the Middle West and south of the 
Illinois Central. In this same area 
are grown or produced 77% of the 
nation’s corn, 23% of the wheat, 
50° ot the cotton, 32% of the to 
bacco, 43, of the cattle, 700% of the 
hogs, +45 of the nation’s dairy prod 
ucts, 3300 of the bituminous coal, 
90> of the iron ore, < of the 
lumber, and 27% of ; manufac 
tured goods, 


Even in the banana industry, the 


contributes to the 


HOW TO GROW BETTER TREES: The local forestry agent 


sets up an exhibit at a county fair. It shows how tree farming 


welfare of the individual and the nation. 


IC cooperates. The southern terminus 
t the road, New Orleans, is the 
country’s major banana port. “Yes, 
We Have No Bananas” 
sung by the Illinois Central—in 1951 
the road handled 31,713 > cars of 
bananas, of which 23,013 cars were 
loaded in New Orleans. ‘Vhe IC is 
cooperating with the Board ot Con 
missioners, Port of New Orleans and 
( nited 
modeling banana-handling tacilities at 
Thalia Whart. When this 
work is completed, banana-handling 
facilities will be among the finest in 
the land. 

From their beginning, all American 


cannot be 


Fruit in extending and re 


Street 


railroads have been aware of the value 
of prosperous agriculture, and the 
Illinois Central has always believed 
that a railroad should be a servant 
of agriculture. IC’s operations are 
closely geared to its needs. Its operat 
ing men maintain careful car records 
to enable shippers to make the fullest 
use of available car supply. It builds 
new cars in response to needs ex 
pressed by shipper advisory boards, It 
runs its freight trains on schedules 
which fit the needs of farmers and 
manufacturers of farm products. 
even IC’s sales and service person 
nel and tacilities serve agriculture. 
Within the past few years, the rail- 
road has invested more than $100,000 
system wh h has 
mproved ability to trace cars 


and give spippers prompt 


in a teleprintet 
creatly 
nforma 
tion. The road leases thousands ot 
miles of Bell System teleprinter lines 
through which it reaches IC offices 
n such distant off-line points as M 
ami, New York, Boston, ‘Toronto 
Houston and Dallas. Annual cost ts 


approximately $90,000, 
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6,000 CARS a year are now being hauled by Illinois Central as a direct result of its 


long-range reforestation program. Seedlings pay off in freight in 12 years. 


Pee CENTRAL RAILROAD 
& ; SPONS 
ARTICAL INSEMINET 


SORS oe 


N AS NS 


ARTIFICIAL BREEDING 

PROMOTES. RAPID 

HERD IMPROVEMENT 
UM ORMETY 


QUALITY 
TY 


FARMERS FLOCK fo Illinois Central exhibits on better breeding. IC has a program to 


appeal to each kind of farmer along its tracks. 


Probably the m nteresting con 

bution the IC has made to agricul 
ure is the work of one section of the 
‘rafhe Department 
Agricultural and Forestry Depart 
ment, established around 1910, to 
take over the work done by the Land 
Department. 

Accord ng to Pat | 
eral agricultural and forestry agent, 
the Illinois Central now has “the 
largest, most 


known as the 


I: al low yen 


con prehens ve and d 
ersified agricultural program of any 
ra lroad n the country.” Farmer ac 
eptance ot IC 
began il the early 


consultation and help 
1900’s when the 
road outfitted spe al trains to tour 
the railroad’s trade 
t along the 
tunities in scientific tarming. 
Has this helped the farmen 
is the Illinois Central ? 


imatizing 
o crowds oppor 
as well 
Look at the 
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1916 average income ot the western 
Kentucky farmer—S486 a vear. “To 
day,” Farlow says, ‘‘this same farmer 
is making in the 
$3,700.” 
The IC 
a lone voice 
ny better 
fortunate 


neighborhood o 
does not « laim to have been 
n the wilderness, preach 
farming methods. It was 
enough to team up with 
dealistic and purposeful leaders of 
agriculture and it has been directly 
responsible tor getting the ball to roll 
in many areas. Dairving, tor instance 
had alwavs been a minor activity on 
southern farm until the * devél 
oped the first 18 creameries in Mis 

SIssippt. 
To build good herds the ra lroad 
loaned pure bred bulls to many 
1 ‘NIany Hlinois Central bulls 
lropping out of the picture,’ 


ny section 


develops along the line. Results? Pet 
Milk Company's southern condensing 
plant now pays southern farmers on 

114 million dollars every 
southern dairy herds 
Illinois Central was in 


To 11 Pease 
more rapidly 
1945 instrur 
artificial insemination, with stations 
southern Mis 


Tennessee The 


nental in ntroducing 


located n | ouisiana, 
Sissipp ind western 
program has had substantial success. 
In the first experimental vear OOO 
cows were artificially bred with only 
four Illinois Central bulls. By 1950 
one bull was siring up to 2,500 calves 
inder this new technique, whereas 
about 50 was the maximum number 
inder natural breeding methods 

One of IC's bulls, ‘“Morocco’s 
Raleigh Financier,” was loaned to 
the farmers of west Tennessee, where 
in 1951) “his superior sire rat ng” 
credited him with 44 tested “daugh 
ters’ and 52 “classified daughters” 
all ; \ in, ny h oh in milk and butter 
tat oe ndage (which was hauled via 
IC 

I, the 
bu ld da 


milk production in some counties re 


south, IC bulls helped ti 


ry herds to the point where 


placed cotton and tobacco as the main 
Krom their humble beginnings 
in shed-like buildings, the IC artificial 
nsemination stations now operate in 


4 roOps. 


According to Farlow, 
approximately 75,000 cows a year are 
bred by this method. 

IHinois Central 
low’s department make 


sO | tests 


elabor ate bar Ns, 


agents from Fat 
about 20,000 
ra lroad’s 


Kan mers are told 


annually in the 
14-state territory. 
how their land can be improved and 
This work 


began in the days when there were no 


its Pp oduct VitV ine reased, 
and the testing 
was suggested by two IC stockholders 
n England. These 
chemical analyses have been a guide 
to Illinois Central farmers for years. 
eleven Vears ago the railroad ranma 
soil test train through Ilinois which 
essful, but had one drawback : 
According to Farlow “It didn’t get 
to the 
miles away from the main line.” The 
“| the problem this vear by 
building mobile soil testing labora 
ght up to the tarm 
agents, after mak 
ing chemical tests, can tell a tarmer: 
‘Corn should do well in this field, 


pasture is yout best 


agricultural colleges, 


and subsequent 


was su 
small farmer whose land was 
road solve 


tories which “go 1 
’s doorstep. Our 


bet on this One, 
and you'd better leave this one in 
timber’ 
\s a result of this testing, so ithern 
tobacco farmers today can prow tw 
h tobacco on halt the 
ly used, and can use the 
ind tor other crop 
yuvenation, and the 


and beet produ 


From its earliest days, the 


from it. 


development. 


were packed in ice. 


Illinois prairie.” 


What's Behind The Illinois Central? 


Illinois Central Railroad has been 
engaged in a job of selling itself and its territory to America and to 
the world. Much of its success can be attributed to this job of selling, 
and to the settlement and development work which has resuited 


More than a century ago, representatives of the road were sent 
to large eastern cities and even to Norway, Sweden, Germany and 
Poland to distribute pamphlets and posters and to enlist people to 
come to Illinois and settle along the Illinois Central. As new settlers 
poured in, they were not forgotten. 
prosperous railroads run through prosperous communities, set out to 
educate and sell these people on the possibilities of full agricultural 


Some of the early presidents of the Illinois Central—men like Wil- 
liam H. Osborn and John M. Douglas—maintained experimental farms 
where they laid the groundwork for the educational program in agri- 
culture. Osborn and Douglas imported blooded cattle, such as English 
Durhams and Shorthorns, and started herds in Illinois. 


The IC carried the first shipment of fruit under refrigeration ever 
handled in this country; In 1866, it moved strawberries from southern 
Illinois to Chicago, using large wooden cases in which the berries 


The railroad helped to establish the Illinois State Fair. 
the 1855 Chicago fair, the IC played host to more than a hundred 
leading agriculturists and newspaper men from 24 states, taking them 
over the lines and showing them the “marvelous richness of the 


The IC, always realizing that 


Following 


the need arose for better pastures. In 
1950, Illinois Central demonstrated 


in experimental machine that re 


led and fertilized in a single oper 

In the fall of 1951, IC men 
made demonstrations at about 69 
points on the railroad which proved 
the usefulness of the pasture reno 

to farmers and agricultural 
leaders. Improvements in the machine 
result ng trom these tests are to be 
n orporated n a new model now 
being perfected by IC and a major 
mplement manufacturer. The ma 
chine is scheduled for commercial 
wailability in the near future. 

In the field of forestry, the rail 
oad has been spectacularly successful 
In 1945, after an extensive survey 
IC launched a full-scale forestry pro 
gram, and today its foresters are co 
operating with land owners and 
dustrial and governmental agencies 
to develop the timber resources of 
mid-America, At the time the pro 
gram was launched, approximately 
39¢> of the road’s revenue came fron 
} 


eighting wood and wood products 


but the natural resources were go 


he survey revealed that in Louis 


ind \l SSISSIPp ilone there were 


five million acres of virgin timber 
which were inferior. Fires, rot, in 
sects and neglect had reduced the tim 
berland to the point where it was not 
(1) producing jobs for local people, 


(2) putting money in low al banks, oO! 


2 

(3) producing revenue for hauling 
on IC trains. Hlinois Central put in 
the first forestry agent, and “every 


body began to improve.” 
How to replant the glutted acre 
> 


age? Farlow and his agents realized 
that to plant baby pine trees by hand 


would be a tremendously expensive 


and = time-consuming operation. So 
five vears ago IC forestry men con 
ceived and supervised the building of 
a mechanical tree-planter in the rail 
road’s shops. This machine, which 
plants 1,000 trees each hour, has been 
a panacea for the forests of North 
America. More than 150 of the ma 
chines are in use, and they have made 
it possible to plant more than 90,000 
acres of trees, with an average of a 
thousand trees per acre totaling 

than 90 million young trees 

program has enormously inl 
creased our stands of timber and in 
sured sound future freight business 
for Illinois Central—estimated for 12 
vears at 6,000 carloads of pulpwood 


and lumber products each year. 

Illinois is the country’s leading soy 
bean state, producing about 78 mil 
lion bushels annually, or 25¢7 of the 
U.S. harvest. The IC ‘believes that 
of the many aids it has given agricul- 
ture during its 102 years of corporate 
life, none has had more significance 
than the part it has played in the 
introduction of the soybean. 

The first soybean train ever run in 
the U.S. was the Illinois Central 
1927. More 


than 80,000 farmers in the state came 


“Soybean Special” in 


down to the train to find out about 
the new wonder crop. The railroad 
imported thousands of pounds ot seed 
and distributed it to farmers who 
were willing to plant the first crop. 
Later, otheretrains ran throughout 
Iinois and Towa. 


Fathered New Plants 


With the coming of crop control 
thousands of acres of idle corn and 
cotton land were planted with the 
Oriental bean, As the crop prospered 
and new industrial uses were disco 
ered, a vast system of elevators and 
processing plants sprang up along IC 
lines. Decatur, IIl., because of its 
location in the area of production 
has become the soybean capital of 
the world. Processing plants of A. 
FE. Staley, Archer-Daniels-Midland 
Kellogg, Ralston Purina 
Co., and Decatur Soya Products are 
located in that city. Combined traf 
fic from these plants in 1951 was 
31,500 cars. 


Spencer 


Also important to the railroad from 
a traffic standpoint are Central Soya, 
Gibson City, Ill.; Swift sovbean oil 
mill, Champaign, IIl.; and the prox 
essing plants of “Ralston Purina and 
Funk Brothers, Bloomington, III. 
These four plants accounted for more 
than 18,000 carloads of traffic last 


“Sovbean Spec al” has 


a strange wavy fo run a 
railroad!” the casual observer might 
sav when he reads that Illinois Cen 
tral advocates the dehorning of ani 
mals, or that the railroad is sponso! 
ng a cattle clinic program, and that 
horses, sheep 
thing allied to the farming world is 
a highly important phase of the rail 
road's work. 

But the men at Illinois Central be 
lieve that a railroad has one thing 
to sell 


a century of experience that the more 


vegetables and every 


service. They know through 
prosperous and active agriculture is 
in the railroad’s territory, the g 
opportunity there is for the 


e in this prosperity. 


SALES MANAGEMENT 


The operating pront (and lo 
eftore You Cut Out hosies ure, ak tethd a ales 
= orig nal ncome statement, How 


tl} } 


W e hl ever, the breakdown between ved 
Unprofitable” Items lau a 
Tact which should have been ) 
ited betore the de sion te 
Jelly 21 was made. One w 
If you can't understand your accountant when he tells you — state this fact that Jelly = 
des a marginal return afte) 


how much you'll gain or lose, perhaps he is not giving you is, discontin 


all the figures you need to forecast profit results. Here is 
company § dS) operating 
$5 operating loss. Anothe 


the same tl 


how to lose money by streamlining your product line. 


BY WILSON T. SENEY 
McKinsey & Co., Marketing Consultants 


rop to 
ist il 


;: only 


“dl by the 


which 
ind must be met no n 

buicti¢ | iriable cost 
f Goods Sold fluctuate with volume. The 
Id have quickly pro ded th 
, <Pr its policy makers on this 
ation te : decision “. s other problems Accounta 
‘d by top management as ling and General 3 cit elop thi ntormation — by 

eal sol a ‘I he jell, osting, break-even chart 
Laem thes rating Profit (Loss 5 vol val 
be held at a other method which serves 

Instead of mproved profits ; pose, 


if of \ l cc sis 
ined in the line ime iTlaAnece inaly 


Sales income w is up to ex The sad ti ith is howeve 
pectations, but both cost of goods sold majority of companies are still issuin 
ind sell ny and vene al expense were operat ng reports im a tormat sh iped 

} 


] han the sales manager anti by orthodox accounting methox ind 


ngher ft 


pated. are under the mpression that ch 
lo expla n how this h Ippenec eports are adequate. In 
‘ necessary to go back rig panies the sales ManaApel 
e sales managet 00d I 


+ 
1 


ost S60 000 | tie ncome statement and t ‘ erating under a handi ap. 


semis follows: ask himself, ‘Am I receiving c 
“Tk profit 1 mation whicl 
behind Jelly #1 Jelly #2 Total - ‘ I 
n planning soundly for the fut 
And he would do well to ask the 
troller to help him answer the 


tion 


a 


COMING... 

Mr. Seney will discuss in the 
October 15 issue of Sales 
Management how to stream 


Manufacturing line the product line in the 
multi-plant company, and the 
gy and kind of accounting informa 
x pense 1 ? tion the sales executive must 
have in order to make de 
cisions based on facts. 


Bromfield Puts “Malabar Farm” 
Into the Gift-Food Business 


Because good farming means good food, novelist-turned- 


farmer starts to meet executives’ gift problems. Exotic 


lines, from other ''Malabars," will follow jams and jellies. 


BY LAWRENCE M. HUGHES 


If, as Confucius said, “The best 
fertilizer on any farm is the foot 
prints of the owner,” the best promo 
tion of a farm may be trom the foot 
prints of those who come to learn 
with hin 

Through 14 vears the 1,000 rolling 
a es of \Nlalabar Karm 
Valley, Richland County, Northern 
Ohio—have responded to the Size 12 
boots ot Louis Bromfield and the 
more-or-less tunctional 
S50) OOO assorted others. 


n Pleasant 


footwear ot 


For nearly half his 57 vears the 
big, black-haii 


bronzed man 


blue-eyed, weather 


s master oft Mala 


bar was more widely known as author 
than agriculturist. He wrote ‘The 
(jreen Bay ‘Tree,’ “The Rains 
Came,” the Pulitzer Prize-winning 
“Early Autumn” and a score of othe 
novels (Harper & Bros.) All of them 
are still being read in a dozen langu 
ages across the world. 

But it has been even more his striv 
Ings with the soil which have brought 
the footprints of dirt tarmers and soil 
scientists, bankers and manutacturers, 
statesmen and school teachers, chem 


“ao0 
aggu 


ists and cooks and hopeful ie 
students, and a steady stream of sight 
seers from all the world over. 


The Master of Malabar relaxes with one of his favorite hired hands. 


Malabar Farm has emerged both 
as pilot plant and generating force ot 
a new agriculture. And because the 
aim of most farming is food, Brom- 
field crusades for better and_pleas- 
anter nourishment. 

He has in fact set out to see that 
you may eat the way he does. 

First prospects tackled by Malabar 
Food Products Corp., Lucas, O., are 
presidents, sales managers and other 
executives with long gift lists. Many 
of them receive letters suggesting that 
they hire Louis Bromfield as year 
round Santa Claus. 

The letter head reproduces a stately 
17-room mansion. . . 

Under the broad roof are: Brom- 
field, in red shirt and overalls ; which- 
ever of three daughters, two sons-in 
law and other relatives may be there; 
the working “help” of house and 
farm; visitors perhaps from Colum- 
bus or Capetown, and four boisterous 
boxe dogs. 

The boxers might seem to jam the 
gears of a smooth-running pilot plant. 
Through torn screen doors they rush 
outside and in. Unless you close your 
own door tightly, they may capture 
your boudoir and—burred, manured 
and dripping with dew and drool 
all pile cozily into bed with their 
victim, 

But after a short while, they go 
back to find Bromfield. He brought 
their progenitors from France and 
(sermany just before Hitler struck. 
ach succeeding generation seems to 
mean more to him. If vou have seen 
pictures of the man at Malabar, the 
chances are you have seen some dogs 
Tee. «+ 

The letter bottom shows an open 

ardboard package of a dozen ot 
Bromfield’s) Malabar Farm 
“old fashioned jams and _ jellies.” 


| Ouls 


There are one each of black raspberry, 


herry, pineapple, strawberry and 


boysenberry preserves; ot 
blackberry, 


elderberry jelly ; of 


crabapple and 


cider apple butte: 


quince, 


ind orange marmalade. 

Q,; course, Malabar Farm does not 

ow pineapples nor oranges. In tact, 
none of the products in the package 
may originate there. Although fruits 
ind berries and other crops, culti 
vated and w ld thrive at Malabar 
its Main commer al concern is raising 
attle and the grass to 


cattle and milk, 


selling 
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Ww © A i" is the SOUTHWEST'S 


MOST POWERFUL 
advertising influence 


NIGHT TIME 
WOAI REACHES MORE 
FAMILIES THAN ALL 
THREE SAN ANTONIO 
NEWSPAPERS AND THE 
NEXT THREE RADIO 
STATIONS COMBINED 


DAY TIME 
WOAI REACHES MORE 
FAMILIES THAN ALL 
THREE SAN ANTONIO 
NEWSPAPERS OR THE 
NEXT TWO RADIO 
STATIONS COMBINED 


WOAI WOAI 


ee ey i 377,817 


FAMILIES FAMILIES 


SAN ANTONIO 
NEWSPAPERS ALL THREE 


TOTAL CIRCULATION . . 239,174 SAN ANTONIO NEWSPAPERS 


ae 239,174 
eet Sas sons 286,005 = 


Next TWO RADIO STATIONS Combined 


525,179 297,725 


MOTE. Radio figures—-SAMS 1952 News 


WOAI reaches MORE PEOPLE 
at LESS COST than any 
single medium or 
combination of media! 


NBC Affiliate aprecented Wetlonally. by 
TQN EDWARD PETRY & COMPANY, INC. 
New York @ Chicago @ Los Angeles @ St. Lowis 
Dallas @ Son Francisco @ Detroit 


OCTOBER 1953 


poration s produ ts how 
to Malabai specinca 
tions, based on handed-down 


tried Bromfield 


certain embellishments by him. 


eve are made 
ind hosen by 


the process even the es aping flavo 
I or vapors,” he expla ns 
condensed and (i 

he jellies somethir vy « 


rrandmothers were never able 


do 


(Jne ot books which now 


cookery. In effect 
a ri * Tron his soil 
pul tomar h rc W I] desct be 
elationsh p between high q iality raw 
to the quality and delicacy 
ie finished d sh”; delve 


¢ of wild be 


engage hin 
he 


t 


into the 
rries and Truits; present 
"re pes trom all parts of the world”: 
how how to p k pack and qu k 
rreeze, 


\Mal thar Farm” 


ecome a brand two years ago 


first happened to 
I when 
then 
18, set to work on jams and jellies in 
the big kitchen. Clementine Paddle 
ford wrote about them in her cookery 
olumn in the New York Herald 
ribune, and B. Altman & Co 
| ifth \ enue sold 100 OTOSS 

| he next summer orders for Mala 


Farn 


other organizations 


RB omhield’s youngest daughter 


products Came trom stores 
| and by mail 
ndividuals, from the Atlantic to 
SSISSIPPI. \l SS Bromfield filled 
number of then and then 
iway her apron and fled with 
ier husband (a Cornell graduate in 
iv ulture) to Brazil 
Phe body of the lette 
Bron held 
we Joe?” 


| 
Noose ippropriate 


the NI 
1 iit 


threw 


wriften by 
starts with “What shall 1 
| very businessman must 
oirts tor h S asso 
t 


uUsSTOmEers, prospects, ? nl 


Simplified Giving 


Wo ldn't t be swell f vou could 


nm vou comfortable 


hair and han 
r} tire blem j 
we entire problem in a tew min 
tes 


ind save money at the same 


rie 
Malabar Farm Products 
will he vlad fo act as voul ‘An bas 
ior ot Crood Will’. by mail ng a 
beaut ful CX lusive pac k ive tron thre 

t VWalabar Farm ot 
\ oiltt that 


anywhere else: a 


Corp. 


nous 
Br ome ld. 


pu chased 


cannot 


t\ i gift of prestige. 
vill be glad fo enclose youl 
1 of greeting ] ist send vou 
list along today and vou 
lem \\ ll be solved.” 
Lhe reverse side 
held’s RED mailbox Ss an on 


\ package of 12 10-ounce 


| show ny 


blank 
s sold for $7.50—delivered anvw! 
the U.S 


$s company Was incorporated 
Delaware laws last May to 
sell and distribute ‘‘pack 
aged food prod icts under the names 
Malabar’ and ‘Malabar Farms’ and 
where appropriate, bearing the en 
dorsement of Louis Bromfield.” (Ac 

ny oft the jams jellies line 


ion 7 \I smu ket Co. Or 


promote 


Malabar Farn 


rp. is a license granted 


s to use the Malabar names 


» the orporation Says ina circu 
lar describing its stock 
| 


ve wide 


“are believed 
acceptance as sym 


of good farming methods and 


! oh qu ilits foods.” 


Bromfield Controls 


In Irth, 
S00 shares of Class B voting common 
stock, at a stated value of $10 a 
sha 2. Author zed, but not vet 
to him, are 500 more Class B shares. 
He will own all 
voting stock. 

‘The prospectus offers 400 shares of 
Class A non voting stock at $10 a 
share and 40 $1.000 50% 


debenture 


Bromfield has received 


ssued 


the « orporation’s 


registered 
notes. Ten shares are sold 
with one debenture for $1,100, 
Thus initial capital and working 
funds would total $44,000. 
at this wr ting, the corporation 
25,000. The money 


ised “primarily for financing 


Sut actu 
has only &. s being 

nven 
tories of packaged food products on a 
Short-term bank loans 
be made. 


irrent basi 
ilso Way 
Jams, jellies and 
bought by this corporation from Mal 


)» 
ibar | reserves, In 


preserves re 


., an Ohio corpora 
tion owned by Bromfield. Preserves, 
Inc., gets them from “reputable and 
expel enced sources,” and charges 


Products Corp. “a 
moderate markup to cover warehous 


reasonable and 


ing and handling.” Licensees for other 
as adopted, will buy 
Preserves, 


lines of foods 

same ms trom 

tron “other 

irly organized” by Bromfield. 

Officers of Malabar Farm Products 

Corp. are You Know Who, president 

and treasurer; Richard G. Moser ot 

Patterson, Belknap & Webb, New 
York law firn 

field ce-president ; Louis C 

if Washington, D.C. 


Now a manufacturer 


corporations 


which ounsels Bron 
(jee! 
ce-pres dent 


or sales repre 

sentative tor turniture manutacturers, 

has been a sales executive fot 

Ceda 

Seiberling & Goodve: Rub 

und Atlantic Refining. Original 
omoter of MIFPC, Tom 
\kron, O., will 


before 


( see 


organizations as Lane 


wnan 


» 
an »U- 


newspape! ind public tv n 
chanan has worked with Bromfield 
for two years. 

sromfield’s plan is to 
substantial portion of his incon 
Malabar 
Foundation. He Is establish ng 


frust to insure that the Tarn 


the enterprise to 


tions W I] be self support 


ity, and to 


Sa ‘national re 


ontinue 
petuity a 
ter.”’ He expects the 
net about 200 annually on sales 
the foundation. 

The start is modest. Sales of 
jellies and 
started July | 


$200,000, 


preserves n the 


are expected 


But the concept is rather b 

At one moment 
“We don’t intend to become a 
eral Foods.’ It would take too 
time and effort.” 

But two double Scotches later 


notes that “big licensees would 


sromfield 


mass prices and reach mass ma 

Even in early stages other pa 
of food spec ialties might multiply 
mail-delivery Stone-ground 
whole wheat flour, he shows 
all nutritive factors, and the 
can be set for cake flour. 
ire ¢ h inces in cheese. ( Lic ensees 


mav be two big cheese men who will 


bi siness: 


retire soon from the compan they 
built. ) , “Nfialabar Farn itself 
has multiplied. Malabar do Brazil, 
50 miles from Sao Paulo, is n 

ting going. This farm is mat 
daughter Ellen Bromfield 

husband. A corporation fo 

can its output has started to | 
fruits, vegetables and grape} 
operation is one of the first 
canneries launched to serve 
35-million populat on. 


Gifts from Brazil? 


From Brazil 


Sauces, two 


vuava 
“new” beans a: 
special Brazilian delicacies 
an exotic line of gift foods 
U.S. market. A similar package 
Jamaican and West Indian spe 
will be offered. 

op » boxes, Bromfield savs. w 
ntrod iced soon. 

Orher 
NIalabar name are now ope 


British Columbia, Chile at 


ensed tt 


farms li 


SALES MANAGEMENT 


he two sides 
of every 


E ELURLEUS UNUM 


This is the familiar side of the selling penny ... the side that portrays 
the salesman, who, in the course of selling, strives to bring to one 
successful conclusion the many related activities of advertising 
distributing, servicing 


LN G6b WE TRUS 
This is the buyer's side of the same penny ... the side that calls 
to mind the typical industrial buyer’s problems of finding the right 
information about products, comparing available types and makes, 
selecting companies to contact. 
It is significant that this side of the penny bears the legend, 1n cop 
We TRUST, for all too often the buyer has no other reliable source on 
which to pin his faith. He grasps prayerfully at such information as is 
available, and trusts that it is adequate. And if it isn’t, Lord help him! 


To us it seems that the industrial marketer has here not only an obligation to 
those who may want to buy his product—he also has an opportunity —the 
opportunity to speed sales at lower unit cost by helping buyers buy! 


We've been able to help some clients do this. Like to hear about it? 


The Schuyler Hopper Company 
12 East 41st Street, New York 17, New York 5 


| Exington 2-3135 


‘‘Ditch-Digging Advertising’’* that Sells by Helping People Buy 


half ruined tarms which he 
and joined single holding, were 
called Malabar in tribute to the 
M ilab Coast of India one of the 
most beautiful reg earth,” 


il 
mee lived. The farm was 


ty 


bo ight 


Ons on 


om two novels on 

Rains Came” and 
I bay ; 

t,”’ Bromfield relates 

of Arimathea the 

ist who became known 

ng Thomas,’ . . estab 

the Malabar Coast) the 

ian church east of the Red 

4 came 

more 

pirates 

laden ships 

ute h and Portuguese 

Since Roman 


s been a principal 


Richland 

ter y years, he found 

sant Valley as beautiful as any 
l ” But he had 


to fight te Kee] the beauty from be ng 


ountry he iad seen 


washed awa 
By pli wing around hills, instead 
of up and dow ind forming strips 
of grass and between 
hecked run 


Then he worked out a 


farming 


legume sod 
Strips or Ow Crops he 
off Ta nfall 


plan of grass producing for 


pasture for livestock, while 
the roots stems and tubercules of 


legumes t 


age and 


lt organic materials in the 
soil. He ine reased the supply not only 
of nitrogen but of such elements as 
copper, Manganese 


and boro: 


cobalt, magnesium 


Malabar Reborn 


Woods were reforested springs re 
born. Wi rms nsects, bees, b rds and 
animals came back 
field found Malabar Farm’s “record 
of health among both livestock and 
people Or the 
world ‘e 

Finally he is aded the whole area 
of “hun 


man to 


In time Brom 
h ghest n the 


C ology or the relation of 


} 


Ss environment nm terms 


of housing. nutrition, health, longes 
itv, economic return and general wel 
fare.” And “good 
ing and good diet 
The sales organ 
Farm Prod i 
Cjeer, « rently 
Fight 1! ir¢ 
The agents 
“progressive 
tives who have a field organization 
All except one 
have other jobs, and work part time 
for Malabar. Thev receive straight 


commissis f 300%, pay their own 


ook ne, rood eat 


nization of Malabar 
Corp., under Lou 
onsists of 12 men. 
pending approval. 
hosen, Geer explains, are 


manutacturet representa 


contacting prospects.” 


36 


expenses, and handle leir own pro 
motion 
Territories now overed 

one eX lus ve representat ve é 
New England, New York, Pennsyl 
vania, Marvyland-Delaware-Virginia, 
Ohio Michigan-Indiana Illinois 
Wisconsin Kentucky Tennessee, 
‘Texas Oklahoma Northern Cal Tor 
nia. 


Geer expects the program 


‘ | ~ 2 
ational” by late 1953 


Direct Mail Promotion 


Most of the ; \ sing tor the 
present will be by The biggest 
promot onal tactor, 
Bromfield himself. Several of his more 
recent novels, such as “The Farm” 
and “The Wild Country,” had their 
settings in Richland County. From 
his 1,000 acres he has harvested three 
books: ‘Pleasant Valley,” “Malabar 
Farm” and “Out of the Earth.” 

His weekly column, “This Is Your 
sold by Bell Syndicate to 
40 newspapers, gets quite “earthy” 
and often gastronomic. A weekly 
broadcast over the Mutual network, 
“Bromfield Reporting,” may start in 


oOurse, S 


Country 


far places, but always seems to end 
in God's County. His pieces for maga 
zines today are less likely to be fiction 
than farm-fact. 

One of them, on organic materials 
for the soil, in Successful Farming 
for August 1952, brought 6,000 
farmers from 27 states to Malabar. 
This was a turnout for 
“field dav” there. Although the fre 
quency of these “days” has been re 


re ord 


duced from twice a week to every 
these and other events, 
5 OOO 


other week 
and no events at all, still draw 
annually. 

Malabar’s master manages to make 
150 talks a vear. Political speeches 
excepted, he does not 
them. He thinks wi 
no trouble putting oral words to 
gether. Besides, most of the talks fit 
nto the pattern of his one big story: 


usually write 


fers should have 


strengthening the soil and its fruit 
and ecology. He reemphasizes that 
“in one square foot of soil are the 
secrets of the universe ni 

After five or six hours of sleep, 
Bromfield’s day breaks at 5:30. He 
gyoes through magazines and a lot ot 
other material before breakfast. Then 
he tackles his mail. To Malabar’s 
RFD box come Strange postmarks. 
Some of the queries tax even his re 
sourcefulness. Many of the thousands 
of readers of “Pleasant Valley” who 
wrote to him were men in our armed 
forces in World War II: What was 
the future in farming for them? 
Bromfield’s introduction to its sequel, 


“Malabar Farm,” was a “Letter to 
a Sergeant in Okinawa.” 
A good farmer today, he expla ned 


has learned how to make one acre do 


the work of five. But across the coun 
trv he estimated that only “30% are 
moderately good farmers, and 10% 
bear the burden, out of all proportion 
to their 


: - 
tion. 


numbers. of feeding the na 

A good farmer must be versatile, 

adaptable, and curious: 
1 


“Experimentation is the very essence 


creative 


of his progress.” 

3romfield rates the live dirt-farmer 
higher than the “professor of agricul 
ture.” Not the colleges but “smart 
farmers” j luced hvbrid corn. It is 
his belief ‘ hemical fertilizers 
properly used together with abundant 
organic material and old fashioned 
droppings and drippings are the basis 
of any sound agriculture. 

One of the best works Bromfield 
knows on soil and its processes is 4n 
4gricultural Testament, by Sir Al- 
bert Howard Oxford 
Press). It reports Howard’s findings, 
in India, on animal fertilizer. “We've 
a lot to learn.”’ Bromfield says, “about 
the effects on the soil of hormones and 


} 


University 


glandular secretions.” 

Manv of his own discoveries came 
by “accident—and observation.” He 
found, for instance, that there’s “no 
objection to weeds among the corn, 
provided the corn is kept clean until 
it is above and ahead of them. The 
weeds, in fact, hold moisture and pre 
run-off.” He also learned 
that, when planted n alternate rows, 


vent water 


corn and soybeans strengthen each 
other. 

Although Edward H. Faulkner 
failed to get his help in the writing of 
“Plowman’s Folly” (University of 
Oklahoma Press), Bromfield was im- 
Faulkner's campaign 
against plow ng. Faulkner shows that 
plowing leaves the turned-over soil 


pressed with 


exposed to burning sun and erosion 
from water. Bromfield himself does 


less plow ing and more tillage. 
Farming Is Vital 


Although only approximately 16% 
of the nation’s population now live 
on farms, he emphas zes that more 
than half of the whole population is 
still rural and in towns and smaller 
cities is dependent on farms. And of 
course many bigger cities—from Kan 
sas City and Minneapolis to Los 
Angeles and Chicago—get much of 
their income from farn 
Farm prosperity is vital. ‘“Remem- 
ber,” he warns, “when farmers can’t 
buy, depressions always start.” 

There will always be a future for 
good farmers. 


produc ts. 
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important cog in the industry 


In any industry, the compilation and dissemination of information 
is a vital cog in the management machine. In the restaurant field, 
as more than 30,000 important executives can tell you, that job 


is adequately handled by RESTAURANT MANAGEMENT magazine. 


For over 30 years, RESTAURANT MANAGEMENT has been a constant 
source of ideas that build bigger, better, more profitable 
restaurant operations. 


Selling to Restaurants and Hotels — This pop- distribution can be found between its two covers. 
ular 100-page reference manual is chock full of This book is designed to help manufacturers 
information on all phases o: restaurant and market new products or get more mileage out 
hotel operations. It’s pocket size, too, for con- of the old ones. 

venient reading. Many of the answers to prob- A copy will be sent to you upon your request, 
lems concerning advertising, marketing and free of charge. Copies are limited. 


AHRENS PUBLISHING COMPANY, INC. publishers of 

71 Vanderbilt Ave., New York 17, New York Hotel Management, Restaurant Management, 

201 No. Wells St., Chi Ul Restaurant Equipment Dealer, Hotel World Review, 
oe Travel America Guide, Frozen Food Age. 
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WANT A 


CLOSE-UP ON YOUR 


CLIENT'S PRODUCT OR SERVICE? 


MAKING A SURVEY? 


We'll bet you a median to a norm that you can get it done 
faster, better, more economically through Western Union’s 
Market Opinion and Survey Service. It’s flexible, it can 

be tailored to your job. Here’s why it’s so efficient 


Western Union has offices in 2,200 cities all over the 
country, staffed with people who serve their communities, 
know the people, enjoy their confidence. The survey 
facilities of the entire Western Union organization 

are behind them, to speed their findings and give you 

the results—often overnight! 


Years of experience lie behind Western Union’s Market 
Opinion and Survey Service. It has proved effective 

for advertising agencies and their clients from coast 

to coast. It is ready to go to work for you at a 
moment’s notice—on a local, regional or nationwide 
scale. For complete details, just call your local 

Western Union office. 


WESTERN UNION 


In 14 years he has appreciated the 
value of Malabar 400%... . 

The rest of the morning he devotes 
to an old typewriter. In summer i 
stands on a card table on a porch. He 
smokes endless Chesterfields, flicking 
the butts on the floor. The boxers 
come and go, but no one else disturbs 
his “‘con plete consecration.” In three 
or four hours a lot of Bromfieldiana 
has emerged from the mill. 

On the first bell before lunch, he 
unwinds with whomever may be 
handy, and knocks off a couple of 
Scotches. The buffet meals of Mala 
bar-grown food meat and various 
vegetables and salads — taste good 
and doubtless contain what we need. 


“Every Day a Crisis" 


After a nap, the host takes 
visitors’ problems and then drive 
forth in a station wagon with then 
some “hired men” and the boxers, t 
check progress of crops and expe 
ments and to meet farm problems 
‘Every dav on a farm brings a er 
savs. Bromfield. Ours had to 
corrall ng two vagrant hogs 


to keep the boxers Tron 


! 1.400-foot altitude 
Mount Jeez Bromfield showed 
the broad rolling rectangle that 
\MMalabar. On one slope the wate 
flow north toward Lake | rie; or the 
other, thev find their wav into o 
streams, eventually to the Gulf. of 
Nlewi 8) 

For d 


the 


ng the n inage 

wa plantat on 

in the evening 
In. 


and 


ip now 
then tron whomeve he Was convil 
ng at the moment, to see that ever 
me Was happ\ 

He likes parties. And exciten 
When he can he combines both at 


gambling. “Life’s a gamble anvway,’ 


ent 


he explains, “so we might as_ well 
learn how.” He approves Of Sex as 
lly pra ticed: arm youngste 


1 
learn about sex naturally, from 


mG 
inimals.” 

With each succeeding vear Mala 
ar Farm has come to mean more ti 
him. A woman graduate student a 
the University of Illinois is doing a 
thes Ss on the geography ot h Ss novels 
which reaches into a dozen countries. 
But today he wouldn't swap them all 
for Pleasant Valley. In the last tw 
vears when he had to fly down 


ith Ame to get Malabar do 
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damned _ sick 
To! Oh o's 


After all, "lower 
in cost," 


tion's ‘ 


“manuta 
ther things.’ 
ent monthly 

\l insfield R ch 

ity-na 


g o become 
the top 10 i ountry in 
business growth And soon 
St. Lawrence ship canal m: be 
x “the biggest ships, 
artland of America.” 
July 1953 was 
- of Louis Bron 
english secre 
shows that on 
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WE USED ONLY 
KYW IN 
PHILADELPHIA 


- reports THWING & ALTMAN, INC. 


O JOP GANS, vice president in 

charge of Radio & Television, 
ve're indebted for a letter that speaks 
volumes about advertising effective- 
ness in the rich Middle Atlantic 
market-area,. 


Suppose we quote directly: 


A recent review of our records points 
up a few facts which I think should be 
called to your attention. 


This season, for the first time, we 
used only KYW to cover the Phila- 
delphia market. The results have been 
spectacular We increased our budget 
300% over last year, achieved one of 


this season’s greatest success stories! 


‘KYW had to produce results every 
day to make this increase possible. 
And you sure did! Results were up 
almost five times over last year. This 
is extremely gratifying inasmuch as 
for the first time in several years we 
used mostly local shows and person- 
ilities, from sign-on to sign-off, seven 
days a week. 


On behalf of our clients, Doubleday 
& Co., Inc., The Grolier Society, Inc., 
and The Greystone Press, may I ex- 
tend to you and your associates at the 
Station my sincere thanks for all the 
cooperation that made our campaign 


o successful this season.” 


If you want the same rewarding re- 
sponse in this same rich market, put 
KYW at the top of your schedule! For 
availabilities, check KYW or your 
Free & Peters representative. 


KYW 


PHILADELPHIA 


50,000 WATTS 
NBC AFFILIATE 


WESTINGHOUSE 


RADIO STATIONS Inc 
WBZ + WBZA+ KYW+ KDKA 
WOWO + KEX + WBZ-TV+ WPTZ 


Va & rele 


from Australia, and ‘‘two busloads of 
farmers from the Soil Conservation 
District of Lavinia, O.” 

Malabar also is a local magnet. 
Now and then the 42-piece Lucas 
High School Band entertains in the 
living room for meetings of — the 
County Farm Bureau and the High 
School Alumni Assov ation, 

One loyal alumnus is Louis Bron 
field. 

His father had been, perhaps, too 


versatile. One of his strong interests, 


LB recalls, was “reforming unruly 


Later he tr ed restoring 
abandoned farms. When Louis was 
little the family used to picnic by the 
streams of what is now Malabar. 
The son spent a year studying agri 
culture at Cornell; a vear back in 
Richland County on a farm; then a 
year in 


race hor SCS, 


journalism, at Columbia. 
From college, he says, “I got noth 
ing.” He went to work for the 
Vansfield Shield and Banner (now 
defunct) and the New York City 
News Asso ation. 

After serving in the Army in 
World War I, he traveled and wrote 
began to gain fame and money, and 
settled down for 15 years on a small 
farm near Paris, to write and grow 
vegetables. “From my parents and 
from the French,” he learned about 
“the earth, human values, and dig 
nity, decency and reality.” 
“teched” by the soil. 

Malabar Farm had been on_ his 
mind since he was 18. 

Of the three original holdings 
the Ferguson, Fleming and Anson 
“places” the house on the Anson 
Place became the nucleus of a new 


He Was 


mansion. Long, low additions on 
each side, in Jefferson’s Greek Re 
vival style, expanded it more than 
twice. The building is framed by old 


Norway spruce, black walnut and 


atalpa trees, and Balm of Gilead 
poplars. It is filled largely with fur- 
niture and other things rescued from 
kK rance. 

All this cost money. \lost of Brom- 
field’s earnings have been plowed 
into Malabar. For a time he wrote 
movie scripts of his own novels. 
Someone suggested a plaque: “20th 
Century-Fox Built This Sheep Barn.” 

He savs that his ndestruct ble 
capital is my experience and memo- 
ries.” From them he could keep on 
writing profitably. But there’s also 
the farm ... and the new businesses 
springing from it. 

The Products Corp., he explains, is 
“going to sell balanced diets and the 
as well as 

strength, 


mportance of minerals 
in them. For 
Stature, longevity, both are needed. 

“We should also eat for enjoy- 
Animals and kids know what 
and in good farm- 
ing areas they get it. We let our 
youngsters eat what they want. But 
for each of them we alwavs add a 
quart ot milk a day!” 

The master of Malabar has deep 
concern, and strong opinions, for 
many things happening throughout 
the world... . In a recent broadcast 
he started out by warning that “in- 
evitably (Korea) will be absorbed 
economically by Russia, China 
or Japan.” 

Sut his soul is in the soil 
broadk ast ended: 

“The spring mushrooms (called 
morels ) are here in abundan e.” The 
morel is “one of the greatest deli- 
cacies. Srowned in butter or 
cooked with butter and cream or used 
to smother a good steak, it is un- 
rivaled.” 

You may guess that morels may 
find their way into the Malabar 
Products line. 


ment. 


s good tor them 


... That 


COMING 

How Would Price Cuts 
Affect Your Business? 

that gross suffers, well and good. 


effect of a price cut. 


By T. G. MacGowan 
The Firestone Tire & Rubber Co. 


If strictly competitive conditions make it necessary to cut prices so much 
But no company should lose margin 
simply because it didn't stop to figure as accurately as possible the profit 


in SALES MANAGEMENT 
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As Detroit 
LTous... 
so grows 
The News 


For the first 8 months of 1953: 


linage gains of 
The Detroit News 


over the previous year 


were ONE MILLION LINES 
GREATER THAN THOSE 


OF ANY OTHER DETROIT 


NEWSPAPER! 


From January Ist to August 31st of this year, 


The Detroit News carried 27,052,352* lines of 


advertising - almost as much as both other 
Detroit newspapers combined. This was the 
highest of any January-August period in 
Detroit newspaper history 


As Detroit grows, so grows the News! 


The News’ tremendous linage gain is proof 
of its business-producing effectiveness : 
and an accurate indicator of Detroit's record- 
breaking retail sales volume 

Today, as always before, buy the News and 


you buy Detroit! 


*Medi e Inc 


450,054 


The Detroit News 


THE HOME NEWSPAPER 


| 1953 


etroit — 
eans 


usiness 


Employment in the Detroit Metropolitan Area 
as of September 1, 1953, was 1,450,000. This 
was only 45,000 short of the all-time record 
employment reached in June-July of this year 
Of this 45,000, approximately 20,000 were 
temporary layoffs resulting from the General 


Motors’ Hydra-matic plant fire 


High employment at high pay means there's 
big business in Detroit 


ee 
= = Theres 

MASS DISPLAY of quarts, cans and 12-02. bottles sold an average of 20 cases a week i: More Cheer 

for two weeks in a small chain of super markets in New York City . . ‘e in Krueger 
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CAN COLLAR wins impulse 


cash registers, counters, back bars 


“Let's Cut Out Cheap Paper 


And Cardboard Signs!" 


Do it and you'll cut off your nose to spite your face, says 
a stout defender of temporary point-of-purchase material. 
He backs his choice with his money—and likes the pay-off. 


BY DAVID BLAND, Director of Advertising, 


G. Krueger Brewing Co.* 


t ms to SALES MIANAGEMEN 
a pomt-ot-pur hase d splay 


yvram is: “Let's cut out the cheap 


I i cheap papel ind 
iper and cardboard signs. They stay , Is tl | 


V1 


, , 
among field manavers mdi 


t ¢ 
CAscl ire 


» Care 
p a tew days only and are a waste ot stay.” Wh 


vey idds 
miecy, Instead, let’s 


buy bette: 
permanent displays—materials 
etter 


modification that field n anagers dis 
like temporary displays that have no 
style and more qual t\ applicable value to the immediate 
the kind that will go up and stay up sales problem, this significant 
tor months or vears.”’ y et. the truch but 
iy be that the most effective, sales 
oducing display materials a manu 
irer can develop are those same 
ieap-paper and cardboard” displays 
which °* ; 


+} } 
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point 


ed under the louder crit 


Cish 
‘cheap paper and posters.” 


p Ihe primary function of point-ot 
purchase material 


fact S to create sales. 
} It accomplishes this by asking for the 
stay up only a tew days. order. And this function becomes 


more important as the trend toward WOOD FLOOR STAND for the 6-Pak 


®Newark, N. J self-service increases. It must do the is selling display in high traffic spots. 
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putitin PS Cowmerciat Appcat —Press-Scimirar 


Give Them Both Barrels 
in Memphis... 


Put it in CAPS—Commercial Appeal and Press-Scimitar—and you sell the 
Memphis market. 


Memphis, commercial capital of the great and growing Mid-South . . . 
Memphis, the trading hub of a two and one half billion dollar market . . . 
Memphis, | Ith in the nation in wholesale volume . . . Memphis, where two 
great newspapers deliver dominating circulation inside the city and outside 
n the trading radius . . . Memphis, on the primary list of advertisers and 
sales executives. And 88°/, of our general advertisers know that the way 


to keep getting sales in Memphis is to put it in CAPS. 


CAPS—The Commercial Appeal and Memphis Press-Scimitar, offer a vol 
untary combination rate that means you can put it in CAPS—economically. 


Give them both barrels in Memphis! 


Two dailies and The South's Greatest Sunday Newspaper. 


THE == \a = MEMPHIS = 


nusual Care... 


The task of mothering four baby rabbits 
she found, has been undertaken by Trixie 
11-year old terrier in Milwaukee. Bunnies 
which must be fed every 3 hours, seem 
very happy! 


for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


P In long-distance moving unusual care means extra protec- 
tion, extra-precaution, extra attention to every detail! That's 
what you want... and that’s what you get when you move 
your personnel the safe and easy Mayflower Way! Mayflower 
has standardized into its service—and in many cases pio- 
neered—more major refinements in long-distance moving 
than any other carrier. Scientific personnel selection pro- 
cedures, movers’ training school, equipment manufactured 
to special specification, organized, preventive maintenance, 
special packing materials, and elimination of tail-gates are 
but a few. That's why it will pay you to call your local 
Mayflower representative whenever you have personnel to 
move long-distance! 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


“UL 
Mayflower's organization of selected warehouse agents provides on-the-spot go Kx. 
representation at the most points in the United States and Canada. Your local 


Mayflower agent is listed in the classified section of your telephone directory 
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NATION-WIDE FURNITURE MOVERS 


Ss "Guaranteed by * 


job that was left, in past years, to the 
salesperson. 

Point-of-purchase material, there- 
tore, does a merchandising job. It 
does a selling job, It gets the brand 
out front where it can be seen and 
bought. It presents the brand in a 
novel, interesting way that calls atten- 
tion to its value and quality. 

To accomplish this, a display has 
to do more than merely advertise a 
brand. For practical merchants, who 
are more interested in total turnoves 
than they are in the activity of a 
single brand, the sign or display to 
warrant free space must have a selling 
idea. It must have drama, novelty, 
utilitv—it must have excitement. 

The essence of excitement 1S 
change, or newness. The big Circus 
Sale, with clowns and animals fea 
tured throughout the store—on aisle 
wires, in windows, at check-out 
counters—has the element of excite- 
ment. This element is present, too, 
in the Picnic Sale, which features 
items for the holiday weekend and 
the Economy Sale which features 
bargains. 

Despite the recognized need for 
excitement and change, the orders still 
are given to drop the inexpensive 
paper and cardboard and to produce 
more permanent d splays. 


Test Permanent Displays 


Permanent displays have a place in 
a display program, of course, They 
keep the brand name_ before cus- 
tomers, especially if the permanent 
display does some extra job for the 
dealer. The disadvantage of the 
permanent display is that people do 
not notice it after it has been up a 
few weeks. ‘To prove this, experi- 
ment in this way: Select a store that 
you visit frequently. Count the num 
ber of permanent signs you can re- 
member seeing in that store. Thea 
make it a point to visit that store 
regularly and count every permanent 
advertising sign placed there. If you 
remember 106 of them, you'll be 
doing very well, That means approxi- 
mately 90¢¢ of the so-called ‘“‘perma 
nent” signs are really not permanent 
at all. 

Or, try this: Ask a friendly out- 
let to remove one of his permanent 
signs tor a few w ecks, and see if anv- 
body notices its absence. That will 
offer evidence of the display value of 
a permanent sign. 

One of the easiest jobs of an adver- 
tising manager is to produce quality, 
permanent display material. Because 
such signs are expensive, he can pur- 
chase a limited quantity only. His big 
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rather than ise up displays. 

se ause the ais] S expensive, he 

isually has re p otessional nN 

stallers to set Ip, thus t Ing it out 
ot the hands of 
men. (nee | 

until next ve: en y <a pro- 

anent 

vele. 

miatertals 

They ao 


Neu 
a\ ip 
deale: 
knocks out inexpensive cardboard and 
paper di pl: ult around an excit 
ing selling-merchandising idea—and 


gets up-front di \ and business. 


When Dealer Says “Ahhh!" 


It’s hard to set up temporary card 
board and paper displays. Surveys 
disclose that salesmen don’t like to 
do it, and that there is a great deal 
of waste. Salesmen want distinctive 
permanent } matt e the deal 
er exclain h! Th \hhh! 
which they Can p 
about. And the bigg 
the more insistent 
permanent d splays 

This tendency ot large COMpPanies 


to oncentrate on permanent signs 
offers sn aller ompetitors a golden 
opportunity to outHank them with 
nexpensive cardboard and paper dis 
plays. If the small ompetitor can 
ft ifs salesmen to do the difhcult wb 
vetting if ts ten porary displays 
which is too cult and too con 
plicated for the big companies to do) 
he'll get the volume, while the bie 
company will get the advertising. It’s 
as simple as that, especially in today’s 
large trend toward selt-service and 
mpulse sales. 
It is difhcult to adi 
pl iy progran built 
ind papel displays Esper ally at the 
national level. Such a program has 


months and months 


ns dozens ot prod l 

mcentrate on one at i 

| be followed ip w th others 

because such d splays seldom stay ip 

more than a week. And it has to be 

arefully explained to the field so 
that the in portance ot 
and pla ng merchand 

realized. Often, that means carr 

} } 


merchandise from the Dasemen? 


room ie front of the store 
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Exdlusivaly 
io MEMPHIS cre, 


WME: 


na Mempn's he street 
eno \ 
C ea ing “THE HOUR O 


PARTICIPATING SPOTS NOW BEING SOLD. 
CALL OR WIRE YOUR BRANHAM MAN IMMEDIATELY 


WMC 


MEMPHIS 
NBC AFFILIATE 5,000 WATTS —790 K. C. 


National representatives, The Branham Company 
WMCF 260 kw Simultaneously Duplicating AM Schedule 
WMCT First TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 


z 
Mayflower 


Warehouses 


FULL COLOR 
POSTCARDS 
for less than 1¢ apiece ! 


+z Made direct from your trans- 
parency, Crocker’s full four-color 
postcards with theirexclusive Mirro- 
Krome finish are ideal for direct 
mail, dealer promotions and many 

other use Write today for free 
amples and price list. 


Dey irtment S-10 


Hi. S. CROCKER CO., INC. 


N BRUNO CALIPORNIA 


B fyours self of the expense 
: pzouble of maintenance, 
capital invest- 
7 FLEET RENTAL is, the 
business way ofienjoy- 
Bins forn new car fleets: 


Rito Rentals designegs 
mal plans for invididual 
t needs. All costse? 


JEDUGTIBLE. @ Immediate 
; of new 1953 autos. 


GIFTS 
DOZEN or 1,000 


Your next selection of exclusive, gold 
engraved and personalized Gifts in Gen- 
uine Leather—one dozen or 1,000—for 
any occasion, for customers, employees 
ind friends, may be ordered direct from 


our factory. Write or wire for samples, 


color folder and prices. 


S. M. O. HALVORSEN 


Sta. G, Jacksonville, Fla 


and that may be a lot of work—but 
t has to be done if you want sales 
not just advertising. 
Excitement, change, novelty 
these are the lifeblood of merchan 
And those are the features 
permanent display mate 
‘rmanent sign has 
mon-denominato1 
tising job; it must fit everywhere, in 
ill different sizes and types of outlets 
handling the product. It must re 
in up. 
ause permanent lisplays ire 
to set up, competitors use then 
too. Paper and cardboard displays 
which are not easy to create, to pro 
luce, to distribute or to install, pre 
sent far less competition. But the 


' , 
pertorn a succe ful selling iob nd 


deserve the support and attention ot 
sales managers, salesmen, advertising 
agencies and top management. 

If there is any justification fo 
criticising inexpensive cardboard and 
paper displays, it exists in the lack of 
magination and follow-through given 
to these d splays. A 

display which seeks only t 


cardboard ol 


a radio or television pro 
or a campaign in a national 
magazine, or to repeat the slogans of 
national advertising, is certain to be 
unsuccessful. But the cardboard oO! 
paper display built around a dra 
tic, exciting sales idea for the deal 
er—one that will bring him addi 
tional turnover, not only for th 
brand but for related items as well 
will find all dealers responsive. 


ma 


Sales Manager's Bird Cage 


CARELESS CARL.. 


\ 
. The Sloven Seagull 


Is always neglectful of his appearance and in- 
variably fails to organize his sale material 


before a call. 


pect with his, 


He has irritated many a pros- 
“It must be here someplace.” 


1953 W am G. Damroth & Cc 
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TOP S...Where It Counts! 


Chicago Daily News Twin Leaderships 
of Vital Significance for Your Chicago Plans 


\lqorS vith 


Chicago Agency Executives! 


228 agency ex 
artnet 
ep Media Directors 


rick Advertising 
14 this question: 


ecutives” (all 
s Vice-Pres!- 


advertising 
© dail 
eight Months 


: DAILY NEWS 
~ Daily Tribune 

- Daily American . 
‘Daily Sun-Times 


daily ‘ hicage 

rea 

,wspaper GO tg hree 
ne at is, t at 


ularly. ¢t sek? 
res e times 4 week 


y news. 
Of 1953 


or mor 


171,225 

155,065 
6,915 
6,137 


ant survey 
This independent survey 


establishes 


CHICAGO DAILY NEWS 


Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA, CHICAGO 6, ILLINOIS 
NEW YORK DETROIT SAN FRANCISCO LOS ANGELES 
OCTOBER | 


Pull 
the 
Crowds... 


1. Style shows on skates...and hockey demonstrations ...se!l home freezers. 


2. Exactly 26,253 women reached into clothes dryers along 3. Tomorrow's appliance customers come in tcday for a glimpse of their 


Glamour Walk" Lucky women found movie passes and soap future in the atomic ege 


It's One Promotion After Another 


They draw Cincinnatians by the thousands to the lobby of Our company promotes sales of 


millions ot dollars worth of gas and 

the local utility. They come to see African violets and how electrical appliances and housewares 

. : annually—but it doesn’t sell a dime’s 

to cook with gas. They open refrigerator doors and they = worth. We're one of this country’s 

sever: | NA resE vas I "1ec Ic 

hunt for wash clothes. And they go to dealers and buy. =... — o_ me ae ee 
good business. 

Our promotions are concentrated 
on making it possible tor more than 
a million people annually to convince 
themselves that they should own and 


BY EDWARD W. HODGETTS gg gyorg aegrs 


* got nto this promotion busi- 


Assistant Manager in Charge of Sales Promotion ness seven years ago’ because of a 
Cincinnati Gas and Electric Co. problem. 
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many years, we had sold appli 
and the lobby of our down 
town main office building, which has 
nearly 2,000 square feet of floor 


space and is two stories high, was 
ed splays. Cash 
ers’ windows for payment of monthly 
bills are at the rear 

When company officials de 


i 
liscontinue appliance selling, it was 


designed for apphan 


ded to 


realized that adequate use must be 
found for this valuable floor space. 
An average of more than 80,000 
walked through this lobby 
ontinue to 


We decided to 


appliances and 


people 
monthly, 
display housewares, 
even tho igh we no longet sold them. 

In order to make 


appliance conscious. we de ded that 


lobby visitors 
ad spl iy of mer 
hand se is) necessary | Jead”’ floor 
displays merely are invitations to walk 
past, without the personal inspections 
appliance 


much more than stat 


which invariably precede 


b ivin 


What Kinds of Shows? 


Three years ivo the three low al 
TV stations telecast some of their 
programs from our lobby. There was 
a talent contest, leading department 
stores staged lobby-stvle shows which 
were telecast, and the two afternoon 
newspapers issued 16-page TV sec 
tions. 

The result: an 8607 sales increase 
in the Greater Cincinnati area during 
the first three months of the vear 
over sales for the entire previous 
vear. 

The following vear, our television 
set promotion featured an elaborate 
display of Air Force and Navy radar 
and other electronic dey Ces, Also. 
several Recept on Rooms” were set 
up, where demonstrations were staged 
of correct lighting techniques to be 
employed when viewing TV pro 
grams. 

Fach year, local TV set distributors 
and retailers have gone all-out with 
tie-in store and window displays, to 
gether with tie-in newspaper, radio 
and TV advertising. 
tive effort has resulted in Cincinnati’s 
ranking as one of America’s “hottest” 
TV cities, 

It has resulted, too, in ranking this 
citv first in TV set saturation, but 
we considered this no signal ‘to quit 
our annual TV promotion, 


‘T h Ss coopera 


Early this vear, we staged a promo 
tion: “Your Best Buy in Television 
A Second Set!” It was the first two 
set TV promotion in this country, 
ind manufacturers, jobbers and retail 
no trade-ins, 
and a full markup on all sets sold. 

The result: More Cincinnati fami 


ers were enthusiasti 
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lies own and use two or more TV 
sets than owned single sets four years 
Avo. 

Our ettorts to boost appliance and 
housewares sales in the Greater Cin 
cinnati area got off to a fast start 


promotion in ] ily 


with our first 
1946. 

This was planned to sell lighting 
both for the office and the home 
and teatured the 
typist. While she tvped at tremendous 


world’s champion 


speed, the lighting intensity was 
varied to demonstrate that even the 
“Champ” 
lighting was improved. 

More than 50,000 interested 
ple, including groups of comn 
students, visited the lobbv during the 
week she They also 
learned the effectiveness of adequate 


' 


1 > : 
hgnting. But even more pleasing were 


typed taster when the 


eT 


performed. 


retailer reports ot marked ink reases 
in sales of all *s of lighting fix 
tures and bulbs. 

Obviously, a steady succession of 


promotions a dozen o1 


so annually 

lose thei Capac ity to attract people 
unless the programs are varied con 
siderably in theme and presentation. 

Another important consideration is 
timing. Whenever possible, we. tie in 
with some national ‘‘week” holiday 
season, ot lox al Ol regional event 
which is arousing considerable public 
interest. But we're always ready to 
change any promotion if some event 
develops which has more tie-in’ in 
terest, 


Use Which Papers? 


Every promotion. 1s aretully pre 
planned, with one or more of: the 
three local daily newspapers coopel 
ating actively, together with officers 
of the Cincinnati Electrical Associa 
tion or the Cincinnati Gas Range 
Association, depending on the type ot 
merchandise promoted. 

Prominent nat onal consumet mag 
azines, such as Good Tlousckeeping 
McCall's and Woman's Tome Com 
panion, also have been active partic 
pants ina number of our promotions 

The committee for ea h promotion 
meets frequently during preceding 
months to clarify all details and to 
plan important advertising and pub 
licity schedules. 

Many of the promotions, espe ially 
those of an educational nature, attract 
thousands or school youngsters all 
soon-to-be buyers ot appliances and 
housewares who attend with thei 
teat hers. It is no unusual s ght to see 
several school buses parked on streets 
adjacent to our build ng. 

Highlighting most Of our promo 


} 


tions are ontests which we hope to 


keep as varied and interesting 
the displays. While the prizes 
ally provided by cooperatin. 
facturers) are moderate value, 
they help to attract many thousands 
to the lobby. Our thinking \s to get 
as many people as possible to partici 
pate in our promotions. 

In one promotion, called a “Hen 
Party,” 34,000 women walked 
a circle of 
ers of different makes, opening the 
door and looking into the interion 
of each, Periodically a bell rang, and 
the woman who was opening a door 


‘round 


25 refrigerators and treez 


it the precise time received a prize 


ot poultry or egys, donated 5 i local 
firm. 

There was the usual 
this time with the 7 
with a coupon printed each day of 
Clipping 
th name 


vspapet 
tie-in s-Star 
the three-week promotion 
the coupon, filling it in w 
and address, and depositing the slip 
in a lobby container were require 
ments for participating inp tie Hen 
Party. The promotion Was limaxed 
by drawing names trom the mitainel 


for major prizes of a retrigerator, 


freezer, dishwasher and garbage dis 


poser. 
Movie House Tie-ins 


In a “Flicker Queen motion, 
co-sponsored last spring by the Post 
and the Cincinnati Electrical Associ: 
tion, we displayed $50,000 worth of 
ostumes and props provided by six 
major movie studios. The show was 
livened by the presence ot several 
movie stars, and more than 50 local 
movie houses cooperated 5 Inning 
trailers, 

The sales tie-in was a loag row of 
clothes driers in a “Glamour Walk,” 
down which 26,253 women walked 
to select a wash cloth trom any one 
of the driers. Ten percent of the 
cloths had the licker 
Queen,” imprinted on then 
visible ink. At the end ot the line 
an attendant placed the clorhs under 
an ultra-violet lamp and, it the im 
print was revealed, the woman re 
yasket of 


words 


cf ved MOV ie Passes and 4 


wash ng soaps and powders. The 


wash cloths were gifts to all of them. 
The variety of Our promotions Is 
ndicated bv the titles os 
“Heirloom Recipe Contes: 
House that Light Built 
Setting Contest.” 
In the first of these, there were 
from which 230 were 

selected to use their favorite family 


several: 
- “The 
“Table 


OO entrants, 


recipes in cooking or baking the food 
on connected gas ranges in the lobby 
while thousands watched. The theme 
“There’s Something About a Goode 
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Advertisers and Agencies Alike ‘‘Put Their Money” on GRIT! 


There's just no mistaking a sure-fire market like Small-Town 
America. For example, in 1953 one spark plug company who 
advertises consistently in GRIT “led the field by a wide mat 


gin for the fifth year in succession! (See Case History + 10. 


GRIT-America comprises a Small-Town Market larger than 
Juffalo. Cincinnati, Kansas ¢ ity Minneapolis and Seattle 


combined. Unlike big cities, few towns have daily newspapers. 


Phis means over 700,000 families in 16,000 Small Towns rely 
on GRIT consistently for much of their fiction, fashion, news 


household hints—and advertising 


For advertisers and agencies its a golden opportunity to at 
tain dominance. The GRIT S80¢-20¢ editorial-to-advertising 


ratio means a product really stands out 


Its no wonder, then, that in GRIT-America many advertis 
ers sell more, proportionately, than they do nationally. They 
put their money on GRIT when the chips are down... and 


it pays off handsomely! 


YES—YOU CAN STILL STRIKE IT RICH 


"t, IN OUR COUNTRY! 
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WILLIAMSPORT, PA 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
Philadelphia and by Doyle & Hawley in Los Angeles and San Francisco. 
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Advertisers Are 
Businessmen First 


responsibility to be 
advertising 
said William 
president 

Advertisers 
to the organization's 
"* Adver 
added 


“must cortinually share with other 


businessmen first 

technicians second 

C. Sproull, new 
National Industrial 
Association 
New York City chapter 
tising management he 
management the responsibility for 
defining 
developing 


objective 


guidance in 


market plans 


goals 


and appraising results.’ Sproull is 


also director ot 


Burroughs Corp 
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Chilton publications are 


of buyer or seller, 


ideal ‘shopping centers’ 


That's because the Chilton formula for advertising 
effectiveness combines editorial excellence and quality 
circulation. 


Maintenance of editorial excellence is the first concern of 
every Chilton editor. Our readers know they can find 
what they want in Chilton publications: facts, figures, and 
news that are authentic and timely. And this confidence 
in Chilton editorial pages influences reader reaction to 
the Chilton advertiser's message. 


Chilton makes the most of editorial excellence by stressing 
quality control of circulation. Chilton readers are selected 
under rigid regulations to make sure that the advertiser's 
message reaches those who make the buying decisions. 


By this combination of editorial excellence and quality 
circulation, Chilton creates an ideal ‘shopping center’ 
for display of the products and services needed in the 
fields Chilton serves. 
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+ a COMPANY 
NB P. (1NCORPORATED) 


Chestnut and 56th Streets 100 E. 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


THE IRON AGE ° HARDWARE AGE e MOTOR AGE a COMMERCIAL CAR JOURNAL 

HARDWARE WORLD e DEPARTMENT STORE ECONOMIST « BOOT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY Y THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES 6 THE SPECTATOR a DISTRIBUTION AGE 


OCTOBER 


First School for Marketing Men 
Attracts 114 Sales Executives 


Graduate School of Sales Management and Marketing, a says 
sponsored by NSE, helps company executives solve basic ha: be made possible 


al sts Sa 


marketing problems by tackling "‘live'’ case histories. 
The faculty: top men in a wide range of businesses. 
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Who Are Students 


lson 
Tire 
whom hold man sion nts in order to qu 
nat onally known . r-year registration. 
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's expectations ? 
Director Vinson thir 
here are two broad igi l 
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JACKSONVIL LE 


*nearly a billion dollars in effective buying income! 


It vou’re digging for sales, you're bound to hit pay dirt 
n the near-billion dollar market of Jacksonville PLUS! 
The reason is easy to find: a dynamically growing market 


rich in resources and industrial diversification 


One of the industries contributing to thi 
diversification is mining, with a $9 million production last 
vear of which titanium mining alone accounted for 
$4 million. And a new cement plant in Flagler County 
utilizing coquina shell deposits will send this figure up 


es message oes home! ry "708 
message goes ‘ lhe market of Jacksonville PLUS comprises 26 North 


f these f res 


find a growing number 
t TIMES-UNION boxes in the market 
e PLUS 


Florida counties embracing one-third of Florida’s 
population and one-third of its retail sales 


. , and in this area THE FLORIDA TIMES-UNION 
Schedule the Times-Union gives dominant coverage. With 83% family 


overage in Duval County (Jacksonville), over 


. - | ‘ 
to hit Sales Pay Dirt! n 3 counties, and over 20% in 26 counties 


Che Hlorida Cimes-Union 


JACKSONVILLE, FLORIDA 
Represented Nationally by REYNOLDS FITZGERALD, Inc. 


— Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlanta 


Offices in: New York — Chicago — Syracuse 
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New Business Ideas from Government ? 


Researchers turn up many an idea which alert manufactur- 


ers turn into profitable commercial products. For instance: 


fresh frozen fruit juices. Are you missing some bets? 


BY JEROME SHOENFELD * Washington Editor 


When government scientists invent 
something they must use aln ost every 
sales Strategy to get people fo use if. 
Their bureaus employ all the selling 
They 
can’t advertise and, as a businessman 
understands the word, they can’t sell. 

If Gsovernment can’t buy advertis 
ng space, it can publish 
where they'll be read 


devices except the main ones: 


ts findings 
n the business 
press, and they can spread the word 
through trade assoc ations. 

A business paper arti le or a para 
graph I an association newsletter 
doesn’t start factory wheels spinning. 
It opens leads. People write the gov 
ernment bureau for detail. An ae 
gressive bureau chief doesn’t stop with 
answering a query. He'll send a tech 
nical man—a demonstrator—to the 
plant, who'll show how the invention 
works and explain its manufacture. 

Results run from immediate a 
ceptance to worried or d sgusted in 
difference. Which it will be depends, 
among other things. on the product 
tself when it comes out; assorted 
interests within the industrv: the 


WeENnc eputation for reliability. 


Help for Growers 


Within the Department of Agricul 
Bureau of Avi cultural 


and Industrial Chemistry, whose mis 


fure the 


sion is to widen farmers’ markets by 
developing new uses for their prod 
ucts. This Bureau fails if it merely 
nvents something; like a business 
concer tf must get people to use its 
discoveries. 

For years, the Bureau attempted to 
stretch out ne season tor oranges, 
which was limited to a few winter 
months Evervbody in the bus ness 
sought t pac kaged orange juice wh ch 
would cause people to exclaim: “Just 
like 1 ’ After the war, according 
to wh ifs now variously remen bered 
it the Bureau, evervbody simultane 
fresh concentrated 
juice, with only the Sureau’s right to 


otected by the patent 


ously ‘ scovered 
brag 


56 


Working with the Florida Citrus 
Commission, the Bureau hit on the 
trick of adding a little fresh juice to 
the concentrate. As officials remember 
t, the Industrial Chemistry Bureau 
issued a news release, which the en 
tire industry pounced on. The su 
periority ot present juices to the earli 
est concoctions results from company 
efforts. 

The Bureau still experiments with 
orange juice. In order to save ship 
ping costs and freezer space, its scien 
tists seek stronger concentrates. Now 
vou add three parts of water to one 
of concentrate; presently, you'll add 
four, five, and six. The direction is 
toward a powder you won't freeze at 
all. Will grocers, with their increased 
investment in freezers, welcome it? 
To the growers, it will be a boon. 


New Freezer Package 


Industrial Chemistry Bureau scien 
tists believe that they have a frozen 
food package which changes color if 
the food thaws. 

A Silver Spring, Md., delicatessen 
owner was asked what he thought of 
t. He spluttered : “The women, they 
keep opening the freezer; it all 
spoils; they spoil it on the way home; 
now they can't sav they vot it that 
way; they say it anvway. I'll know 
f it came bad, I don’t take it; no 
returns either os 

On this one, there’s little effort to 
vet public itv. Nevertheless, if the 
process works, as a scientist apologet 
cally admits is likely, it will at some 
time prove a winner, 

Canneries and freezer plants are 
embarrassed by one of their by-prod 
Whatever thev do 
with the piles, people complain. to 
boards of health, to city 
They press for injunctions. 


ucts — garbage. 
count Is. 
Research on how. inconspicuously 
to destroy or use this garbage always 
goes on and discoveries need no pro 
motion. In California, fishing and 
fought bitterly 


gaming interests 


against the co-op pear canners who, 
allegedly, were poisoning the streams. 
Canners provided a plant and help 
for Agriculture Department scien- 
tists. When a cattle feed was con- 
cocted, which the canners could sell 
almost at word 
traveled faster than a news release 
could be typed. 

Department of Agriculture scien- 
tists work for the farmers, but must 
offer many of their discoveries to the 
processors. That takes persuasion. 
One great burden of the West Coast 
nightshade 


production cost, 


peas growers was that 
berries overran their crops and can- 
ners graded purchase prices, by acre, 
to the amount of unwelcome night- 
shade. After vears of tinkering, the 
Industrial Chemistry Bureau dis- 
covered a liquid in which peas sank 
and nightshade floated. It was as 
easy as separating mineral ores. 


Let Competitors See 


First the Bureau issued a routine 
press release, which did little more 
than to alert business publication edi- 
tors. Then articles were written for 
Canner and Packer and Food, which 
brought invitations to the head of the 
Pullman, Wash., laboratory to ad- 
dress canners’ conventions. After the 
build-up came Government’s equiva 
lent of direct selling. A Bureau ofh 
cial offered a canner: “Agriculture 
Department will install the apparatus 
in your plant if you'll let your com- 
petitors come in and look. You'll still 
have the jump through your greater 
experience.” Now almost everybody 
in the nightshade territories floats 
peas. 

Cotton, as evervbody knows from 
what the Cotton Council says about 
t, is wonderful. But its wonders are 
too general to compete with the syn 
thetics fashioned for specified uses. 
Industrial Chemistry Bureau attempts 
to add specific virtues. Because cotton 
mildews and nylon 
steadily replaced it on laundry presses. 
Now the Bureau has cotton, lightly 
treated with acetic acid, which hot 
irons don’t burn, nor laundry mois- 
tur? rot. 

After years of test in swamps and 
ovens, it was considered good enough 
Mill owners 
were busy Ww hen the release came out 
and didn’t storm the Bureau for de- 
tails. The Bureau went to mill own- 
ers, interviewed them, offered to 
demonstrate. Now Proctor Electric 


scorches easily 


to release to the press. 


SALES MANAGEMENT 


‘ 


RODUCT RECOGNITION i what Pays Oridends 


Dividend notices make wonderful Christmas Cards but 
BEFORE YOU MAKE A PROFIT someone has to buy your products, 


“Product recognition” may not appear as such in your 
Annual Statement — but its absence or presence will be 


reflected in the profit or loss column. 


BR ecocnition Acuives Breecr Bovernsine BR esurrs 


TODAY’S HEALTH, like RADAR, scans a preselected market 
of health-minded, home owning families with incomes to meet 


any and all of their needs and wants. 


That's why TODAY'S HEALTH, | 


an A.M.A. publication, is so successful 
Aoveatiseo 


AMERICAN 
COUNT ON 
MEDICAL +0005 of 
FS | 


in influencing product recognition 
and acceptance 


ASSOCIATION 
Accredited and identified by the emblem >, Pusuicanions Saal 
of acceptance by the American Mediiay o 
Medical Association, your advertising in 
TODAY'S HEALTH if confidently 
accepted because the integrity of Wire. write or “phone your nearest Today's Health repre 


every statement has been established 


New York 17, N.Y.| Pasadena 1, Calif. Chicago 4, Ill. 


HArrison 


PUBL He BY THE AMER AN MEL A AS CIATION 
We have available a file tolder containing the : 4 


complete story of TODAY'S HEALTH. We'll be 535 N,. Dearborn Street — Phone: WHitehall 4-1500 
glad to mail you a copy Chicago 10, Illinois 
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thers otter cloths shaped t 
aro ind a la indry o t | if 
room press 
In cooperation 
Orleans Nav il Hosp tal \y 
Depa tment long ago pertected 


fitting bandages, which s 


cult 


to elbows and knees. 


en if t} ) 
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nson & Johnson and to 


newspaper press plate is os ee 


hethe: hospital surgeons 


east, cut and trimmed aude buvers 


some projects aim at nothir y 


than publ ity, which isn ilw 


tool sh is it unas, Phere 


reds oT obs 


ils whi h manutacture? 


You re $0 ig t ibroad, always under threat of s 
den price rises even of en ba goes 
‘ pial looks | Kf 


C,overnment s ‘ntists sea ch for s 


~~ 
“3 a 


4, To Sell Houston 


No matter what commodity, no matter what price, 
The Chronicle is the ONE Houston newspaper 


preferred by all advertisers. 


ZONE | ZONE? ZONE 3 ZONE 4 ZONE 5 
w Price Medium Prices High P 
CHRONICLE 

lines 598.132 628,193 879.174 1,088 294 688 026 755.003 
Post 

Lines 274.658 398 844 586,76) 759.496 709 466 687 999 
PRESS 

lines 265 461 222,751 237,594 266 657 134,245 84,250 
TOTAL LINAGE 

All Six Zones CHRONICLE 4.836.822 Lines 

POST 3.417.224 Lines 


PRESS 1,211,158 Lines 


’ | 
nes 
l } 

1 

i 


eels 
sales ce 
PMA project 


sorv comm 


AEG RE CES 


bers. 
PMA is. intere 
usually « 
\ otton bales 


The Houston Chronicle ouching rows 


five bales ind abou 
) Shippers invariably 
JESSE H. JONES, Publisher R W McCARTHY, Advertising Director IA. =OIPT nVarl. 
JOHN T JONES, Jr, President M J GIBBONS, Nationa! Advertising Mgr ' vertical olumns 
ot ' the ohv: 
THE BRANHAM COMPANY National Representatives POUNDS me ODOVI 


base or 


When a 


SALES MANAGEMENT 


myressmen 


onventior 
‘ h inded 0 


1 explained 
muttonhole. 
find 

s asked how 


to the 


e 
a k the mel 


Mag 


stopped or started 


— , 
1 be the least on the 


In growers 


nged stacking 
Miah si 


ms pl 


ispects the 


1S proht on 


t 


failed. 


™ 


Got a 
moving 
problem 7 


How? 


The best moving service is AMERICAN RED 
BALL—a complete service! Safe, fast, efficient 
yet the COST IS LOWER THAN MOST! Con 
sult the yellow pages of your ‘phone directory for 
your nearest AMERICAN RED BALL agent! 
FREE PERSONALIZED ESTIMATE! 


Rely on AMERICAN RED BALL 


TRANSIT COMPANY INC 
PIONEER NATION-WIDE MOVERS 


—* 


geo BAY 


Gi?” 
We publish a newspaper that sells 


a market of 1'/2 million people 


with 2 billion dollars to spend 


our newspaper is read in 3 out of 5 


homes in Nebraska and Western lowa 


Omaha World-Herald 


250,832 daily . . . 258,372 Sunday 
Publishers statement for Match 31, 1953 
O'MARA & ORMSBEE, Notional Representatives 


Home delivered 
in 1141 towns 


When Seals and Labels 
Were Brought into Step... 


... with self-service and impulse buying habits of today's 


shoppers, sales rose 24.6%. Here is an example of how an 


industry supplying a necessity cashes in on its selling. 


The figure sums 
Through Septem! 


24.6% ove 


sales were 


August, 


‘I h S increase is oOo top oO a big 
base. In 1952 the 15 members of the 
New York 


109g SOM) CMD OOD seals and 


Seal and Label Institute 
City, sold 
labels, or at the rate of S300 million 


and two per da pe 


a day, | 


Three 
netallic-foil seal 
ndustry took 
ized that while the nat onal economy 


capita. 
embossed 


label 


vears 


had been expand ng rapidly, its own 
volume had not kept pace. 

Members of the Seal and 
Institute, fully 
tion in consumer bus ng habits since 


World War II, believed that the 


yreat majority o manutacturers of 


Label 


aware ot the revolu 


onsumer product ld not appreciate 
how vitally this ‘cted their met 
nembers knew 
that consumers had shitted trom pre 


handising. Institute 


planned buving fo 


mpulse buying 


ten by 


the purchas ng of ar a shop 
h she h id no thought of buy 
ny when she entered the store but 
which she buvs be lise t has at 


tracted he: 


per wh 


itftentio 


Failed to Act 


They knew that this detinite trend 
toward 
packaging the key to sales 
And they knew that skillful label ny 
was vital fo s esstul pa kag ny. 

y et if had become e lent to then 


that most n ers oft con 


mpulse bus ny had made 


SUCCESS 


sumer goods grasped these 


sc ils and la 


bought 


mportant t 
bels were ‘re » he ny 
strictly ona p c W th no con 


sideration of the as met 


handising aids 


Institute members knew that, with 


l il zed CN 


long, su | 


ence in developing seals and labels 


with impulse buying appeal, they 


were equipped to rende iluable mer 
} 


landising assistance to consumer 


roods manutacturers. 


60 


Members of the Institute, there 
fore, decided on a market expansion 
program. 

They realized that to 
consumer goods manufacturers of the 
habits 


impulse 


convince 


change in consumer buying 
from planned purchasing to 
would 
of incontrovertible data. 

They decided that, once they had 
the facts, they 
tensive educational program, directed 
to all 
goods. Its purposes would be two 
fold: It would (1) give these manu 
factual 
tion on buving habits of the consum 
ers they were trving to reach: (2 
tell these manufacturers about the 
facilities of the Institute’s members 


to help vive their packaging greate) 


buying, they need a wealth 


would launch an ex 


manutacturers of consume! 


facturers accurate, informa 


impulse buying appeal. 


Help for Salesmen 


Institute members decided that 
their market expansion program must 
provide for mak ng their own sales 
men more helpful to thei customers 
thei: 


This would involve giving their sales 


with merchandising problems. 


men a complete merchandising train 


hen 


ing program and_= providing ¢ 
with factual sales equipment, 
The Inst tute devoted a full vear to 
sponsoring what are probably the most 
comprehensive nationwide studies of 
onsumer buying habits undertaken to 
date. These studies covered consume) 


buving ot foods dt igs toiletries 
candy, bottled goods hardware, vari 
ety sundries, miscellaneous household 
Studies 
and analysis of consumer buving in 
all types of retail outlet: 
variety 


spec ialth shops, 


articles. ncluded observation 


dep irtment 
stores super n irkets. 


independent — tood 


stores, 


stores, drug stores, etc. Thousands ot 
consumers were interviewed in thei 
homes. 

The studies established that the 
trend to impulse buying is a fa 


manutac 
The 


major significance to any 


ot a consumer product. 


Institute found mpulse buying 
accounts for 40% of all department 
store sales; 31% of all specialty shop 

69% of all store sales; 

f all drug store sales; 48% 
of hardware sales; 76% of 5, 10, and 
25c store sales; 64% of candy store 
sales by the pound; 76° of bakery 


tood 


store sales: ervc. 

The studies established that while 
act ept- 
n er’s loy- 


advertising creates consumer 
ance of a produ t, the cons 
alty to a brand can be switched, at 
the point-of-purchase, to a competitive 
ippeal of the 
competitive package, attractively dis- 
played. To win even a fair display 
Spot, a product must be so packaged 


that the store manager will recognize 
ng appeal. 


item bv the stronger 


the pa kage’s impulse bu 
80° Lacked Impulse 


Yet despite this necessity of impulse 
buying appeal for maximum sales suc- 
managers interviewed 
claimed that 80% of items they han- 
dled had no such appeal. Fven physi- 
cians say that much drug packaging 
s inept; of 300 pediatricians who ex- 
pressed an opinion on the packaging 
of medicines intended for children, 
820% said this packaging was defi- 
nitely bad. 

In view of all these findings, it now 
became the Institute’s objective to in- 
manufacturers of consumer 
produ ts of the situation they faced. 
This thus became the second step in 
the market expansion program. 

This took the form of an educa- 
tional campaign, which was organized 
with the professional assistance of the 
public relations firm of Denson-Frey 
& Affliates. The campaign was di- 
ected to n anagement of firms manu- 
prod- 


some 300 ditterent mar- 


ESS, store 


form 


facturing all types of consume! 
ets sold in 


kets 
Phe program in luded 
National advertising 


2. Trade and newspaper publicity. 
3. A monthly newsletter to 10,000 
board } 

| 


fop executives nairmen and 
he companies t was 


pres dents of t 


des red to reach. 


salesmen 
sales a ds. 


Providin 


ducational, 


y 


‘Training these salesmen to be of 
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how do you 


slice your pte 


e ae . . Ps 

in The consensus of General Advertisers is that 
at least forty percent ol the linage to be placed in 
Cincinnati dailies (there are three) must go to the 


e 9 limes-Star. We know, because that was the percentage 


Cincinnatt2 — ww 


Nor is it a coincidence that Department Stores and 
General Advertisers see eye to eve. The Department 


Store figure in 1952 was forty-two percent, 


These percentages are piled up by many, many 
advertisers who have found that the best way to sel] 
Cincinnati is through the Times-Star, and they ve 
been going at the job in this sensible manner 


for forty-five consecutive vears. 


National Representatives: O'Mara & Ormsbee, Inc., New 
York, Chicago, Detroit, Los Angeles, San Francisco. 


"asin 


craoteiave 


in Cincinnati...it’s the TIMES-STAR\ 
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Double your sales force 


without adding a man! 


Why put on extra salesmen to move 
a large inventory, secure new cCus- 


tomers, or boost sagging sales? 


% Without adding one penny to your 
payroll, you can multiply your man- 
power through the magic of merchan- 
unlimited 
influence of salesmen’s families, 


dise incentives and the 


Hundreds of firms are getting plus 
from MacDonald 
planned incentive campaigns, with- 


sales 


Cappel, 
out the trouble and expense of hiring 
and training additional men, 


doubled 
sales in 60 days. A retail chain re- 


One appliance company 


sales increase on one 
line. A dairy added 18,738 new cus- 
tomers in just Il days. Other firms 


. ’ ( , 
sales 20 O, IU, 62.7%, 


por ted a 660% 


upped 
LOS % 


Your 


dealers’ 


men (or your jobbers’ or 


salesmen) will pertorm 


equally well—or better—when you 
put the power of merchandise prizes 
to work for you in a C-M planned 


mcentive Campaign, 


Why? Mainly 


merchandise prize campaign enlists 


hecause a sound 


the support of a salesman’s wife and 


family. Their support, encourage- 


ment, and very real help has the 
effect of doubling your sales force, by 
each increase his 


causing man to 


efforts substantially, 


Wives and families will throw their 
support to your products or services 
when their breadwinner can also be 
a prize winner, This is particularly 
true when the prizes are of such high 
quality and wide variety that they 
appeal to every member of the man’s 
family. 


More than 1600 such luxurious 
merchandise prizes are brought to- 
gether in the C-M catalog 


ot the successtul 


the heart 
most sales cam 
paigns and other incentive plans used 


by the nation’s industrial leaders. 


Add to this our ability and ex- 
perience in planning resultful cam- 
paigns, plus our talent and facilities 
to provide colortul, exciting promo- 
tion materials, and you get a com- 
plete incentive service that saves you 
money, time, and trouble 


Want to know more? Without cost 
or obligation, C-M 
gladly work out specific suggestions 


spec lalists will 


enabling you to “double” your sales 


force without adding a man. 


Cappel, MacDonald and Company 


Originators of Merchandise Incentive Campaigns 


help 
their merchandising 

The monthly 

tive Sell ng & Ne: handis 

Works,” is “A Newsletter tf 

tives Reporting on New Ideas 
& Merchandising Trends & 
tion’s Buying Habits.” 


The newslette1 


newslette 


onsistS Of a yn 


densed tact ial account of irious 
phases of consumer buying. No selling 
ot seals or labels is ever included. 

| very issue oO! t! new slett ‘r pro- 


duces h indreds ot 


ted over SOO 
hairmen and company presidents 
The Institute n ikes 


ill its members the 


nquiries, One elic 
requests” tro! boa d 
Wa lable to 
find ngs tro 
ontinuing consume! studies 
member company adapts 

to its own needs tor training it 
men, Salesmen are trained to sell, 
seals and labels as such, but the assist 
ance their 
} 


handising problems. 


ompany can offer on mei 
So that any ISPec 


a 


tional can pa 


read ly connecte 


Do not assume that the reason 
other people do not like you is 
because of something wrong with 
them. Assume, instead, that the 
trouble is within yourself and de 


termine to find and eliminate it. 


—The Power of Positive 
Thinking 


with all its othe 


} } 


ispects the 

has adopted an insignia. This 
on letterheads of member cor 
in thei 
motion. All aspects of the 


stress one or both ot two then ( 


advertising and p 
' 


mpulse buying daily increases 


portance ; | 2) 


Institute mem! 
equipped to render construct 
ce % all consumer manuta 
This market expansion pt 
pe ssible only through coope 
Institute membc 
facturer of en boss« 
foil seals and die-cut lab 
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1 label 
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Are you looking for a way to 
line up more “off-line” business 7 


Distance was once 


a barrier to broadening 

sales. But prospects off the 

main transportation lines 

are now as Close, in time, as you! 
local customers. Air freight has 

brought about this big change. For 

example, via a good air freight service, it’s now no fur 
ther from San Francisco to New.Yark than it is by sur 
face from San Francisco to Los Angeles. So why not cail 
Emery Air Freight and let Emery help you make “off 


line” prospects “local” customers. 


Emery Air Freight combines speed with dependabil 
ity to 


move goods in the fastest possible way. Emery’s 


system of “door-to-door” shipping is based upon these 


unique operations: 


@ The use of all 


ger or cargo, freight or express 


urlines, all surface transportation passen- 
the best of everything 


that moves tn the air or on the ground 


Absolute control of your shipment all the way via Emery 


private wire system and nationwide standby staff ready to 


assist your own expediting departments, 


Continuous contact with your shipment so it can be routed 
around trouble-spots. 


@ Immediat« 
delay 


confirmation of delivery -or of unavoidable 


so your plans can be adjusted efficiently 


Inbound or outbound, Emery provides you with “The 
World’s Fastest Transportation System.” 


Z PRINTERS, ENGRAVERS, ELECTROTYPERS ... SALES, ADVERTISING 
AND PROMOTION EXECUTIVES! Emery's Timed Delivery Service 


igned 


1 
simultaneous deliveries to any nt 
Country. Ask us about this ind 


1 e prof 
nu j i y 


make 


imber of point 


ther special Emery 


EMERY AIR FREIGHT CORPORATION 


New York 17; Offices or 


igent 


in all major cities and towns in the United States 


“To Sell Schilling 
Products in Western 
Washington, Tacoma 


Must be Included” 


—says C. A. Nelson, 
Seattle Division Manager, 
A. SCHILLING G COMPANY 


“Although Seattle and Tacoma are 
but 25 miles apart, their trading 
areas do not overlap . they are 
two individual and distinct markets. 
That's why we devote a great deal 
of sales effort and advertising 
promotion to Tacoma and Pierce 
And these efforts pay off”. 


Mr. Nelson continues, “We realize 


County 


that the gratifying business we get 
from the Tacoma area could never 
have been obtained through Seattle 
promotions alone, and that to sell 
Western Washington, Tacoma must 
be included”. 


NEWS-TRIBUNE CONSISTENTLY 
IN THE “FIRST FIFTY” LIST 


Advertisers recognize the impact of the Ta- 
coma News Tribune, according to the lineage 
reports of MEDIA RECORDS. For the first 
six months of 1953, the Tribune ranked high 
among Canadian and United States evening 
newspapers. It is one of 7 evening news- 
papers on the Pacific Coast, and one of two 
in the Pacific Northwest which appear con- 
sistently in the “First Fifty’ list. Get complete 
story from Sawyer, Ferguson, Walker Co 


Tacoma 
News Tribune 


«es 


Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


Sales Development Aids to help 
sales managers plan and_ follow 
through the volume sales in the $5 
billion industry market. 
Offered by Foundry magazine, they 
are included in this Plus 5 service: 
Step | is analyzing the market with 
a data file presenting latest facts on 
the growth and future of the market; 
a 48-page glossary defining foundry 
terminology and 


foundry 


listing everything 
essentially used in foundries, and a 
booklet about 
gray iron melting 


giving information 


accessory equip 
ment and raw materials. Step 2 is 
studying sales territories and sales 
potentials with a 64-page foundry 
marketing guide which defines the 
concentration of foundry capacity in 
96 marketing areas, by employment 
and production, and which includes 
a list of foundry supply houses. Step 
3 is building a marketing program 
with an index to all foundries in the 
U. S. and Canada and names and 
addresses of principal distributors of 
foundry equipment, supplies and 
materials. Step 4+ is establishing an 
integrated sales plan with sales con 
trol lists, tailor-made to specifi sales 
territories, and a news letter to give 
salesmen and dealers helpful ideas on 
sales planning, reports on new plants 
expansion projects, production plans, 
trends, etc. Step 5 is conducting a 
constructive advertising and promo 
tional program with publicity and 
Write to Cjeorge 
Pope, Business Manager 
Penton Building 


direct mail aids. 
Fou ndr 1 
Cleveland 13, O. 


Nebraska and Western lowa: 
Complete data on population in this 
103-county area comprising a market 
ot | million people, 433,748 fami 
lies, with a buying income of $2,222.- 
163,000 and retail sales amounting 
to $1,889,997,000. Compiled and 


Literature Useful 


to Sales Executives 


published by The Omaha World- 
Herald, the study includes a com- 
prehensive breakdown of the World- 
Herald's circulation in each of the 
103 counties—total daily and Sunday 
with figures on population, families 
town circulation, percentage of town 
coverage, mail R.F.D., total circula- 
tion, percentage of county coverage. 
Write to E. T. McClanahan, Promo- 
tion Manager, The Omaha World- 
Herald, Omaha, Neb. 


A Survey of Vacations among 
readers of Maclean’s Magazine 
Canada. Conducted by Gruneau Re- 
search Limited among a widely dis- 
tributed group of 582 representative 
readers, data are broken down into 
(Maritimes, Quebec, On 
British Columbia) ; 
18-25. 26-35. 36-45. ove 


regions 
tario Prairies, 
age groups 
45); economic groups (upper ipper 
middle, lower middle, lower). There 
are figures on the number of peo 
ple who took vacations and who 
did not; 


long ;w hether 


during what months; how 
they traveled or staved 
at home; how far away from home 
(number of miles) ; how they traveled 
(car, train, plane, boat, bus, motor 
cycle); where they went (in own 
province, outside province, in U.S. 


members of 


abroad - how many 
family vacationed away from home; 
what items (clothing, sports equip 
ment, luggage, etc.) were purchased 
especially for vacations; how much 
all members of families spent 
their vacations; vacation plans for 
the next 12 months 
months, how long, travel o1 

home, how far, methods of travels 
where, how many members of 
family). Write Douglas M. Gowd\ 
Business Manager, Maclean's Maga 
zine, 481 University Avenue, To- 
ronto, Canada. 


dur ing what 
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Now They Speak Spanish in Harlem 


Puerto Rican immigration has dramatically changed the 


all-Negro character of New York's most concentrated 


"special'’ market. 


But so has a rising standard of living 


broken the stereotype of the Negro market in many cities. 


BY DAVID J. SULLIVAN 
Marketing & Management Consultant 


Phe one “special” market all pro 
ducers pay serious attention to Har 
lem—has, over the past 10 years so 
changed in character that it has com 
pletely lost ts one-time Negro iden- 
titv. Nevertheless many sales man 
agers continue to reter to New York 
City’s Harlem as all-Negro populated. 

The truth is that Metropolitan 
New York now has nearly one mil 
lion Negroes and one-half million 
Spanish-speaking people. 


Harlem Is Larger 


\loreover, the area that Harlem 
covers needs some clarification in sales 
management thinking. Today’s Man 
hattan Negro population is 
out” to Washington Heights; also, it 
extends downward on Manhattan 
Island’s maps to Central Park West 
and the upper 80's. On the other 
hand, all of the section formerly popu 
lated by Russians, Finns, and other 
Slavic groups 


“spread 


including, at one time, 
approxin itely 10,000 Ciypsies ex 
tending eastward from 125th Street 
ind Fifth Avenue, is now a hetero 
ge mass of Cubans, Puerto 
Ricans, Philippinos, East and West 
Negroes of American birth 


and descent, plus many other “darker 


neous 
Indians, 


aces. 
All these ind more, of course now 

110th Street 
j 


below eastward 


nad here 


Satisty 1 wide variety o istes and 


buy ny hab ts, The people who popu 
late this area must be itered to on 
the own terms and n their own 
environments, 


’ ] 1 
let ‘em learn to Speak 


For 


To say m 
English” is to indulge in fantasy. 
300,000 Spanish-speaking people 
an area of appronxin ately two square 
miles, is a lot of customers 
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An increasing number of sections 
in Brooklyn (especially in downtown 
Brooklyn) are going ‘‘Spanish.”’ So, 
too, is a one and one-half square mile 
section of the Bronx, once completely 
populated by Jewish and Irish peo 
ples. Retailers, as well as consumers, 
are changing in these sections of New 
York City. Like their customers these 
new proprietors are of the same racial 
stock. 

Orther cities North, South, East, 
West, (including the Pacific Coast), 
now boast substantial Negro popula 
tion gains. In Clevelandy Negroes 
have jumped from roughly 16 of 
the total city population in 1910, to 
slightly more than 6% in 1952. For 
Cuyahoga County, they number 11% 
of the total population. They total 
more than 150,000, and nearly equal 
the number of foreign-born whites i 
about one-third of 
whites — in 


that county or 
the native Cuvahoga 


County. 
Changes in Chicago 


Startling changes have taken place 
n Chicago, as is shown by both Cen 
sus data ‘and independent studies. For 
example 
ventory Study discloses that a total 
of five cities of more than one mil 
lion had 
creases averaging 82.107 in the 10 
vears between 1940 and 1950. 


the Chicago Community In 
non-white population in 


Chicago. which had an increase 
> had 509,512 non-whites, con 

with 282,244 in 1940. Of this 
group, 492,33 neluded = Indians 
Japanese Chinese. Mexicans were 
not included It interesting to 
note that all Censuses prior to 1950 
classified Mexicans as 
But nothing 
change was made has been done to 
correct resulting statistical imbal 


ances, Why th s should be SO ois any 


one’s ZuUueSS all \lexicans now being 


“non-white.” 


since this arbitrary 


lassified by Census as ‘‘white.”’ 


Increases for cities above 500,000 
population, ranged trom 155.96 tor 
San Francisco to 22% tor New 
Orleans. Based on 1950 Census data, 
the report showed that Chicago has 
more non-whites than the total non 
white populations of Atlanta, Mem 
phis, Jackson, Dallas, and Baton 
Rouge. Chicago is, of course, second 
to New York in non-white popula 
tion. In a breakdown of communities, 
the study also disclosed that segrega 
tion was losing ground steadily in 
this Midwestern city. ‘To illustrate: 
Between 1940 and 1950, the number 
of heavily concentrated non-white 
areas jumped from 77 to 115, while 
the number of areas where non white 
persons lived, or could) be found, 
dropped from 305 to 128. 

In the production of new markets, 
these consumers will be increasingly 
important to producers of goods and 
vendors of services. To advertisers 
and marketers who seek new. sales 
potential, these new consumers in the 
American market offer abundant 
sales gains in nearly all economic 
levels, possessing as they do, an un 
usual degree of unfilled wants and 
needs. 


What's New in the South? 


In the South, for instance, almost 
every city has shown a_ decidedly 
heavy increase in Negro population. 
lor the most part they are coming 
trom rural farm areas, moving into 
smaller and more medium-size cities. 
Even a few of the larger Metropoli 
tan Areas, such as Atlanta, Birming 
ham, Houston, and New Orleans, are 
profiting population-wise by these 
new urban dwellers. And on the Pa 
cific Coast, Seattle’s handful of Ne 
groes (less than 1°) a few prewar 
vears ago), now has more than 20, 
O00. with many faring outstandingly 
is entrepreneurs in) such. diversified 
businesses as drug stores, cleaning and 
dyeing establishments grocery stores 
and super markets. 

In Los Angeles the Negro popula 
tion, along with the rest of that great 
center’s population, has mushroomed 
like ‘Topsy.’ 
and TV shows are designed to reach 
all of the Los Angeles market, but 
use the great reservoir ot Negro talent 
tound around Hollywood. It makes a 
strong and effective advertising ap 


As a res ilt some radio 


peal to all consumers in the Los An 
geles market, while it simultaneously 
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AMERICA’S LEADERS GIVE MORE 


MOST CONFIDENCE VOTES TO U.S.NEWS & WORLD REPORT 


THAN TO ANY OTHER NEWS OR MANAGEMENT MAGAZINE 


é « y 
“WHO'S WHO IN COMMERCE & INDUSTRY” 7) ‘ in ? vr 
“POOR'S REGISTER OF DIRECTORS AND EXECUTIVES” 4 SHOELUA S UN'S 
Pee 2 il F 
WHO'S WHO IN AMERICA 


OFFICERS OF ALL U.S. LIFE INSURANCE COMPANIES 
HEADS OF ALL U.S. CLASS I RAILROADS 


DIRECTORY OF OFFICIAL WASHINGTON 
: A MARKET NOT DUPLICATED BY ANY 
HEADS OF BIGGEST ADVERTISING AGENCIES AND ADVERTISERS a 
EDITORS OF ALL MAJOR DAILY NEWSPAPERS 
OFFICIALS OF THE 300 LARGEST COMMERCIAL BANKS 


SALES MANAGEMENT 


America’s most important people say: 


“THE MAGAZINE MOST USEFUL 
TO US, THE MAGAZINE WE HAVE THE 
MOST CONFIDENCE IN.” 


Here's just one example. 


A 1953 study asked U.S. names listed in 

“Who's Who in Commerce & Industry” how they read and rate 
the six major news and management magazines. Better 

than 40% of these business leaders were found to be 

regular readers of “U.S.News & World Report.” 

More important, “U.S.News & World Report’? was ranked 

first as the “most useful’ magazine, and received 

the most votes, by a wide margin, as the magazine they have 
the “most confidence” in — with more than half again 

as many votes as the next magazine 


The significance of such studies (and there are many of 
them) is plain. They show how “U.S.News & World Report” 
rates with a//l people who have the kind of jobs and 

incomes that give them a special stake in the essential 

news, the “pocketbook” news often reported nowhere 

else. You find these people everywhere, of course, in all 
kinds of business and industry, in all branches of 
government and in all the professions. They comprise the 
625,000 Very Important Purchasers of the nation 

the market of approval for whatever you have to say 


or sell to high-income people of importance 


For the research reports on how these important 

groups read and rate the six major news and management 
magazines, call or write our advertising office 

at 30 Rockefeller Plaza, New York 20, N.Y 

Other offices in Boston, Philadelphia, Cleveland, 

Detroit, Chicago, St. Louis, San Francisco, 

and Washington 


Neus Magazine 


OTHER NEWS OR MANAGEMENT MAGAZINE 


OCTOBER | 19 


Does it have these 


LUSTEROID 
Advantages? 


Does your package give you: 

* MINIMUM WEIGHT 

* PRODUCT VISIBILITY 

@ COMPLETE PROTECTION 

@ PRINT-ABILITY 

@ UNLIMITED COLORS 

@ SAVINGS IN LABELING 

@ SAVINGS IN HANDLING 

@ SAVINGS IN SHIPPING 

@ RE-USABILITY 
LUSTEROID vials and tubes combine a/ 
these advantages in distinctive plastic con- 
tainers to meet your standard or special 
needs. Sizes from 4" to 1%" tn diameter 


and lengths up to 6", Cork, slip-on, or 
screw-cap closures. 


Write for 
samples and prices. 


™ LUSTEROID 
; Container 
Company, 

Inc. 


16 West Parker Avenue, Maplewood, N.J, 
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t 
oO ey, oo 


“Just go into the kitchen and work out your ratio of sales to calls; 


Mother 


and I want to talk!” 


scores a direct hit on the so-called, 


Special Markets” 
large numbers. 

With America’s nearly 
Negro 
come in 
$16 billion 
tention needs to be more aptly 
to pull out the “blind spots” on many 
maps. The Negro and, 


elements otf the 


found there in 
16 million 
consumers having a total in 
1952 of than 
sales and advertising at 


slightly more 
geared 


market ne 
perhaps, 
speaking markets are 
rapid than the 
‘ Population tself, 
‘Taking a quick run-down of sev 
eral markets, here’s how things stack 
New York's Negro popu 
popula 
avo's Negro 
pop ilation ip SUCe vs white popu 
lations 10 nerease. Washington, 
1).C.. nearly one-third Negro 
50¢% vs. white population's 9¢7 gain. 
In Philadeiphia, the Neg 
tion upped itself 500, against less 
than 1°) for the white population 
and in Detroit, the Negro population 
soared to 10467, while the 
population gained only 2067. Lastly, 
Los Angeles’ Negro population went 
up 115¢@, while its white population 
moved up 4767. Census Bureau Re 
ports show that for 168 Metropolitan 
Areas, the non-white 


Span sh 
growing at a 


* more rest of the 


up today: 
lation 
i 


tions 2 ¢ 


white 


Ss up 62% VS, 


nerease. Chic 


shows 


ro popula 


white 


populat on in 


creased 44.307, and the white popula- 
tion 20%, in those same markets. 

Clearly, then, sales and ad 
vertising push needs to be put behind 
all these new markets. 

Negroes (like 
“arrived” as a result of newly a 
quired wealth) have 
suburbs, and are found in almost all 
of the formerly suburban 
wealthy 
and retired. From Westport to 
Shake Heights, from ¢ ire at Neck to 
Grosse Point, and from ‘“The Main 
Line’ to Winnetka, ~~ es doctors, 


rchitects, eng 


more 


others who have 
moved to the 


“exclusive” 


areas once reserved tor the 


lawyers, a neers, business 


and professional people have ‘moved 
out’ to the country. 

“Do Negroes preter to be by them- 

The truth is that the uppel 

t the Negro market is like the 

ipper 5p of all othe American 

yroups, and therete wants the same 
) luxuries and pleasures. 

There are ; umber of exclusive 

Negro colonies, such as those In Idle- 

wild, Mich. and on ‘The Chesapeake 

Bay, at Annapolis, Md. But 

Wt nities, too Neg 


and go in tor country 


n other 
oes own vachts 
club living, and 
they own these purveyvances of lux 
living w“ thout evel 
toot in the 


urlous setting 
almost exclusively colored 


communities, 
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Mares Gece newhandise sell ello 


No wonder it all looks so good to Junior. Packages of tough, crystal- 
clear Kodapak Sheet show products at their tiptop best... free from 
distortion in color or shape. They protect merchandise of all kinds 
from dust and dirt, handling . . . make it sell better, faster—stay 
salable longer. 

But there’s more to the story than “looks”! Because Kodapak Sheet 
comes free from bubbles and surface defects . . . because it is econom- 
ical to use... . packaging manufacturers who use it are able to offer 
maximum values. 

For further information, let our representative tell you more 
types available, names of specializing firms. Or write: 


Cellulose Products Division 
Eastman Kodak Company, Rochester 4, New York 
Sales offices: New York, Chicago, Dallas 


Sales representatives: Cleveland, Philadelphia, Providence 


Distributors: San Francisco, Los Angeles, Portland, Seatile 
(Wilson & Geo. Mever & Co.); Toronto, Montreal (Paper Sales, Lid.) 


KKodapalkk Sheet 


“Kodapok" is a trade-mark 


Answers for People Who Dispute 
Economic Benefits of Selling 


Can there be competition without selling? Should sellers 


seek to underprice competitors, make a better product, or 


render better service without the right to try to convince 


prospects that they are in a position to do these things? 


BY T. R. MARTIN 


Associate Professor 


College of Business Administration, University of San Francisco 


"But as far as the magnitude of money 


and social resources spent on wasteful 


advertising is concerned, any trend toward 
improvement is hazy 


along with the 


to say the least 

good points of advertising 
we have the squandering of valuable brains 
on repetitious slogans, and for each minute 
of symphony, we have half an hour of ‘soap 
(Samuelson, Pau! A., Economics 


New York, McGraw-Hill, 1948 p. 207.) 


opera 


This is the sta ne! ' 2 


ch isett 


\lassa 
Institute of Pechnology 
used by more 


than 
its kind: the autho 


economist whose book is 
colleges in the { nited 
in other book ot 

l held in h oh esteen b 
} 


evervwhere, 


States 
CCONOMUSTS 
The attitude toward advertising 
suggested by this quotation seems to 
beliet held 


mong the author's colleagues. ‘| here 


represent a generally 
is at least a suspicion that selling Wy 
. sales 


ts various torms ot ad ertising 


NW inship sales 


largely 


Phis viewpoint 


promotion, rae. Is 
i wasteful activity 

is shared by many 
people in addition to economists, who 
view sellers as leaches on the public, 
paid lor 
things they 
in’t afford 


maintains that 


foisting on g illible buvers 
don't really want and 
This school of thought 
if selling were reduced 
the drab an 
what is offered tor 
tle—we should all be better off. 
} 


Is if true ft 


its barest essential 


nouncement of 


ait selling IS all un 


necessary overhead imposed on the 


nation by “sharp” businessmen? On 


can we show sell ny performs 


in essential economic Tunction to the 


ultimate material betterment of the 


country 2 


Only 


CUTTs« ribing the 


extremists would tavor cu 


selling function by 
law to the point of reducing it to an 
nformation service. The great ma 


writv recognize it as a fundamental 
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ae 


isting ushing feature 
OnOY. I he \ 
il. 

Phe burden of this thesis is not to 
defend the 


B ree ¢ 


if as a necessary e 


selling function trom the 
moral and standpoint but to 
mnvestigate the | ve that selling 

a largely wastetul economi 


Neve theless, If 


this about 


legal 


activity 
is well to remember 
selling: In a society de 
dicated to the 


Is ¢ ndowed by 


proposition that man 
his Creator with cei 
tain inalienable rights by implication 
it least, one of these is the right to 
try to convince a potential buver that 


he needs what you ha = 


to sell more 
than he needs anything else he might 
buy—now or in the future. ‘Vhis right 
In ludes the pris ilege ot being as con 
vincing as possible; except in unusual 
circumstances, it does not obligate the 


seller to 
should or 


buven 


‘That is 


judge whether the 
should not 


the buver’s decision. 


buy. 


“Consumer's Choice” Wrong? 


Recently a young man who earned 
about $250 a month purchased a new 
automobile which cost several thou 
His time contract called 
for monthly paviments of approximate 
ly $150 a month. The 
might be called 
right to buy the 


not be 


sand dollars. 
young man 
imprudent, but his 
luxurious car can 
denied. “Consumer's choice,” 
calls it. When the 
exercise this choice Is 
and the right of the selle: 
to influence the choice is 


the economist 
right to 
abridged 
restricted, 
(except in national emergencies), we 
depart sharply from a democrati 
society, 

Moreover, as a people we are 
strong believers in con petition. Long 
added to our statute books 


prey enting prac tices 


ago we 


laws aimed at 


which “substantially lessen competi 
tion or tend to create a monopoly. 
(Clayton Act, 1914.) The tangible 
benefits of competition appear to be 
obvious. 
without 


nessman 


l'ry to imagine competition 
intensive selling. “The busi 


told: “You may 


your 


would be 
try to undersell competitor, Oo 
to make a better product, or rende 
better service; but do not make spec ial 
efforts to convince buyers that vou 

in a position to do these things. 


Tell them 


then 


what you have to ofter 


remain silent while they reac] 
their decision.” 

Competition without strenuous sell 
ing activities 1s unthinkable. Indeed 
one of the principal manifestations 
of a competitive economy is maximun 
selling ettort. 
+} 


the selling 


Eliminate competition 


ind funetion is large 


unnecessary, 


Not Less But More 


Selling Is the hallmark of competi 
tion and an undeniable right; there 
fore, if seems unnecessary to justify 
it. But we like to have our tellowmen 
contributors to the 

What we 


keep our economy strong and Yrow 


regard us as 
general welfare. need to 
ing, moreover, may be not Jess selling 
but more. 

If | wish, | may go into my vard 
dig holes, carry the dirt from one hol 
to another, and fill up the holes again. 
I have a right to do this. My neigh 
bors will wonder about me, however. 
‘They'll ask themselves and each othe 
why 1 don’t do something sane and 
useful. So it I do not 
want my neighbors to look upon me 
as a pariah. Selling is not 
digging holes and carrving dirt. It is 


is with selling. 
merely 


not merely a right or a necessary evil. 

Ir is a fundamental and major con 

tributor to the general welfare. 
Modern 


considerable 


economists have devoted 


attention to measuring 
national production and to investi 
gating the question of what sets the 
What are the ‘‘de 
terminants of national income” ? Only 
thev had the 


tools to do the measuring job, a pre 


level of output. 


nm recent times have 
requisite to answering this vital ques 
tion. Their measurements are in terms 


spending, saving and in 


Of income 
vestment, 
Although these tools are most help 
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Says a Los Ange les advertiser (name on reque st): “We 
certainly feel our response from Practical Builder is excellent. 
In our market we have found the speculative builder is 
definitely looking for products which can be used as sales 
features in his homes. Consequently we are going to give 


more tho ight to u orking with these builders in the future.” 


We say it without qualification: The builder-contractor market is the least 
understood and most undersold market in America today. Of the building 
materials and building products that go into the muti-billion dollar light 
construction industry, 75% or more is controlled by the builder-contractor. Which 
makes him just about the biggest buyer in the country. Yet how can you hope to 
reach 100,000 builder-contractors with salesmen? The amswer is: you can’t! 
It’s humanly and economically impossible. But you can reach most of the best 
of them through Practical builder And not only reach them 
but sell them...with fact-filled copy that asks for the order. Yes, PB 


urges you to do not only a selling job but a hard-pan telling job in... 


... Of the light 
construction industry 


ful, they I na vi i irche 1\ ! itput equals what con " ich as low levels of econon 
Spending ately determines the summers incl iding businesses) try to : ivit\ al the result ot Inadequate 
level of output. Spending potential * and when consumers are willing ivestme ! inadequate COTSUTT | 
howe el Is | determined n the buy ne remainde ot the output of ( ition seems fo be 

long run by - ‘Ve I if. | oO! i economy mn full operation. . e « the other, or both 


the mer in be increased by gov 


. Where Trouble Starts ON SRS. ome 


t 
ore! 
imp to LIV OE l is a measure to 


Income and inemployment and depression. 
potential are, in the long rouble starts when consumers ‘ I vehical device, government 
nonymous. Which comes é I . % ave more than is de hing merit. As a permanent 
Investment purposes feature, however, it is unacceptable 
Qutput c¢; ! | when the demand for investment for it ultimately means substitution ot 


immediate consumption j an goods is less than the amount con public to rivat enterprise on a 


Investment purposes—additions summers attel ave. When con dangerous re method more 
we ilth our ind istrial plant summers \ to save too much, whet keeping if I an ideolog es 
ipment, homes ( What we consumption is inadequate, output to bring about 


] 


e now an be sed up o1 pre goes down, incomes go down, spend sumption 


'} 
erved. On the othe sicle } ing potential goes down, and we are de trom booms associated 


ledges income can be spent i all reduced to a lower standard al dern economic histo 


ind investment living We don't—can't—save as a considerable amoun 

much as we planned. Dr. Samuelson T nloyment of men and 

refers to this phenomenon as_ the s the rule rather than 
mula wl " aN "duis mnvest pa adox of thritt lo putit.sin pl exception \ccording to the economi 
nent. | onomists iil S| when we retuse to spend enough Wwe explanat on above, theretore here has 
between two kinds of saving i cut our own collective throat. vene ally been insufhcient spend ny. 
tempted saving and accomplished sav What if the converse were. truce By this vu we arrive at the vita! 
ing. ONly actual savings equals in ind we tried to spend too much? We function ot selling in) a dynamic 
estment have only to examine recent histor economy. Spending means purchas 
Saving can equal mnvestment at ans to see what happens In the language ny for every purchase there is a 
level of economic activity, a boom or ot the economist, an “inflationary sale and a seller. It there has otten 


i depression \ tull) employment gap is created and prices rise, some been insufhcient spending, could it 


situation occurs when the demand tor times disastrously not be > { nsufhcient selling ? 


This is the size we use in the Growing Greensboro Market!" 


FOUR-STORY MARKET BASKETS will be the 
style in the Growing Greensboro ABC Market— if 
sales keep climbing as they did in '52!... In food, 
for instance, sales hit $118-million—nearly $11- 
million over the previous year ... Over $42-million 
increase in total retail sales, and over $100-million 
in effective buying income, 1952 over 1951!... In 
volume or in gains — the Growing Greensboro ABC 
Market sets the pace in North Carolina — South's 
No. 1 State! ... And the most efficient way to 
move merchandise in this top-drawer market 
is to use the 100,000 daily circulation of the 
GREENSBORO NEWS and RECORD... 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


News and Kecord 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Sales Manag ent Figures 
eeeereeeeeeeee#ee#ee#ee# eee? eeeeeeee#e @# 
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Only farm magazine in the Rural Southwest which is 


fditd 8 
‘Cotton ony 


OTA 


Separate editing pin-points specific problems This is why each issue of the Farmer-Stock 
which face farmers and ranchers in this 
Southwest area. In Oklahoma, more than one 
third of the editorial content is written espe 
cially for Oklahomans. Likewise, Texans find 
over. one-third of their Farmer-Stockman_ tising buy when selling this rich, Southwest 
written especially for them! market! 


403,384 SUBSCRIBER FAMILIES 


T 1.412 Kansa 24,31 Mis ‘ 2 Other State 4057 
COMPLETELY NEW Oklahoma 23,734 Arkansa 20 565 New Mexi g TOTAL 403,384 
‘53 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 

LOWER 4 COLOR RATES 
LOWER PAGE RATE OKLAHOMA CITY, OKLAHOMA @ DALLAS, TEXAS 
HIGH READERSHIP Owned and Operated by The Oklahoma Publishing Co 


The Daily Oklahoman Oklahoma City Times 
WKY Radio & WKY-TY Represented by The Katz Agency 


man is read just as eagerly as you read your 
home-town paper! And, one of many reasons 


why the Farmer-Stockman is your best adver 


' 
of emphasi ven the most 


efto Cre; selective 
depend l ! reatiny 
demand seller, when 
‘Please buy my. brand this 
SIOTIS s certain Phe custome 
tally has decision and mu i Pen 1ni\ make a decision to buy prim 
mand hefore he decides to buy my 
oO consun plea more selling ; romeo brand (selective demand). They are 
KNOWN ENtrel eect ‘Thing part of the same thing, and “con 
| petitive selling is heavy pressure on 
stop to spend 
It is t rpyri r to hear it said 
that war is primarily responsible tor 
the I ent high le vel oo CCODOTIL 
ind tor the high standard 
enyoy. Production ski 
iiny World Wa 1] the 
Korean War. Un 
inatels l came trom an 
ificial sou ‘ t spending 
We now 
ne prop mia >kno Kf 
voverniment spendit 
It we allow 
CoPLOOTD AL 


Pol thu 


Sitting pretty . 


Here are the reasons why building product and equipment 


advertisers in Progressive Architecture are sitting pretty... 


Progressive | Architectural | Architectural 
Architecture | Forum Record 


First in total professional 35.444 19.745 29.671 
architectural circulation : , i 


First in circulation to P 
architectural and architectural- 19,145 17,520 
engineering firms 


First in circulation to 4,730 4.235 
engineering firms 

Lowest cost per thousand 
professional architectural $14.67 $17.53 
subscribers 


Lowest cost per thousand 
circulation to architectural, 
architectural-engineering and 
engineering firms 


$23.90 


Fastest growing architectural : AE 
circulation—June '52—June '53 808 3,845 
Highest subscription renewal none 56.05% 
percentage 

Biggest verifiable coverage net 
of dollar volume of architect available 85.0% 
designed construction market 


First in advertising page 
gains, 1953 over 1952 +128 39 
through August 


Sources: Publishers’ June '53 circulation statements 
latest rate cards and Industrial Marketing 


Architecture’s most 


widely read magazine 


Progressive Architecture 


Reinhold Publishing Corporation 
350 West 42nd Street 
New York 36, New York 


World’ large t publishe) of architectural hooks 


How Devoe & Raynolds 
Explain Professional 
Salesmanship to Retail 


Salespeople 


They make it clear. They make it simple. They put it all 


into a 26-page pocket manual. This is the way they tell the 


men behind the counter what to do and say to make sales. 


nua quoted here is one of a series 
1 complete sales training course For more 
thout the training program, please 


the box on page 80 The Editors.) 


Selling Principle No. 1 
Be Polite 


1. Q. How can a salesman impress 
a customer with his politeness? 
First of all by being cheerful 
not flippant Cjreet the 
In othe words 


forse i 


istomer 


CCre nile 


them teel we 


2. Q. What is a good way to greet 
customers? 

\ It the ist vv t | is he 
walk nto the ) i mere C ood 
morning with a smile s all that is 
necessa It you know the name 
morning NI rs Jones Q); 
the stomel s looku yw at ve han 

walks to a particu 
n ight Sa\ That's a tine 
\Ir. Smith an | tell you 
ol \re Vo mterested } 


1 this nor 


“Cy00d 


lar le part 


3. Q. How else can a salesman dis 
play politeness? 
\ | he It ii¢ 
dive ~ neve ton 
“ hi h 1 oht 
| he second Ss Tl 


adict the instore 


know 


4. Q. How do you what 
statements may lead to an argument? 


\. Anvething vou sav in a detinite 


ary 
Phis 

iny other on the ma 
ket the istomer might answe 
That's probabl because you want 
to sell it, but othe people know how 
to make paint too! ‘The way to 
avoid this is to make the statement 
less definite and at the same time 
hore oOnvVinciitfg 


like ‘Of . 


by savilly something 
(OUTS / ean always hy 
what I'm told | 


wrong bul from 
believe this paint has 


more hide than 
n irket.”’ We 4 il] 


the italic words an ANTI-FARGUMENT 


ny other on the 


PHIRASI 


5. Q. How can you avoid contra- 
dicting a customer if he says some- 
thing that you know is wrong? 

\ Here avai you Hust use an 

phrase. Fo 
should say “That price 


argument example 
a custom 

S way ut of line’ the salesman 

should neve say “It’s worth every 

cent we ask tor it He sho ild rather 

sa\ 7 don't blame you tor 

ft is high. NMost people do ul 

find out that it actually 


time and money 


6. Q. Are there still other ways of 
displaying politeness? 

\. Perhaps the best way of all 

to use the Crolden Rule of treating 

would like to 

treated. Don’t blame people tor 

ny the way thev are . they « it 

re than you can help 

‘! Make up 


Ss Neve 


istomers the Way vou 


purposely stupid he just doesn't 
inderstand. You should 
word Ol deed let a stomel 


you think he 


never by 
teel that 


invth ny but bi ight 


Principle No. |: Be polite 


7. Q. Is it a good idea to compli- 
ment customers? 

\. It’s the best 

the con pliment Ss sincere 

y think a customer has g 

1 hoosing colors you n 
example, “It’s a_ pleasure 
someone with such good taste.” 


] 


vou should use indirect compliments 


also 


8. QO. What is an indirect compli 


ment? 


\. Usually 


son ndire tly by vour ction and 


con pl ment a pe 


Manner Perhaps the best Wavy is by 


vour manner to make custome sense 


vour keen intere n then nd oan 


thei problen ° 


9. Q. What do you mean by "the 
customer's problem?" 
\. The only 


nto vour store 


reason ustomel 
eve Ones 
he Wants to buy something to 


part ila job H s problen may be 


to find the best prod ict to do his job 
oO tf ma we TO le irn how to do the 


job, or it mav be both. 


10. Q. What is a good way to 
take leave of customers? 
\. \l ike them teel that they 
been welcome and will be wel 
Say Come back vain 
ire to help vou o1 is thes 


“Hurry 


Selling Principle No. 2 


Find Out What The Customer 
Needs 


11. Q. How do you find out what 


SALES MANAGEMENT 


r needs 


the customer needs? 


1. k 


12. QO. Suppose the customer 
merely says ''l want a quart of White 
House Paint and I'm in a hurry.” 


Should you stop to ask questions? 
we tant at 


13. QO. How many questions should 
you ask? 


ICTOBER 


14. Q. Doesn't a customer some- 
times get angry if you ask a lot of 
questions? 


15. O. What do you mean by a 
professional question? 


\ | t like thar « i 


youR 
PRODUCT 


does your marketing 


plan call for 


moving your product toward the buyer 
by means of: 


publication 
advertising ? 


= 


ii 


direct 
mail? 


sales calls? 


of course it does! 


S Sweet’s 


SALES MANAGEMENT 


but does your marketing 


plan also call for 

moving the buyer toward your product 
by anchoring adequate product 
information at his elbow, 
so that he can figure out, fast, 


that your salesman is the man to call? 


if you look at marketing as a two-way street, you will recognize that all the 
while you are trying to find hot prospects ...these prospects are trying 
just as hard to find products like yours. It follows that when you use the 
powerful combination of good selling promotion and good buying promotion, 
you speed the process of bringing “ready’’ prospects and your salesmen 
together. Today, 1,480 manufacturers use Sweet's services in this connection. 


‘The Sweet's man in your area may be able to give you some useful ideas. 


‘“‘The easier you make it for people to buy your products, the easier they are to selli.’’ 


FREE: Pocket-size booklet, “How to Improve Marketing 
Efficiency through Improved Catalog Procedure.”’ 
; Write Dept. 53, Sweet’s Catalog Service, 
<a 119 West 40th Street, New York 18, New York 


C a t a | Oo £ 4 e r Vv i Cc e Division of F. W. Dodge Corporation 


Designers, producers and distributors of manufacturers’ catalogs for the industrial and construction markets. 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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19. Q. Doesn't it take a long time 
to ask so many questions? 
Devoe & Raynolds Training Course A. No. With a little practice 


lon 


an ge erally get all the torn 
Attracts 4,000 Enrollees ly ea alta 


need in less than a minute. You 


otten n ake suggestions nstead 
The text of the manual quoted on the accompanying pages is one k bicsiaal. ieee 
iskinyg questions only. 
of a series of seven manuals which, together, make up the content 


of a dealer sales training correspondence course currently sponsored 


Selling Principle No. 3 
Use Benefits 


by Devoe & Raynolds Co. Inc., paint manufacturers. 


Charles B. Moore, educational director for the company, reports that 
the course was developed to meet a common situation where the retail 20. ©. What is a benefit? 
counter is the biggest bottleneck in sales. Because experience had \. A benetit is the real 
shown that sales literature and training materials written in question- istomer buys something. A 
and-answer form enjoyed wide readership, this form was adopted for a particular kind of 
the training manuals suse he thinks it will r1\ 
or more tluable benefits 

The course is made up of five manuals on paint and its application, 
plus a sixth on salesmanship and a seventh on merchandising. Their 21. 0. What benefits does a cus- 
titles: “Painting Masonry”; “Painting the Outside of a Wooden tomer get from paint? 

House”; “Painting Walls and Ceilings”; “Painting Metal’; “Painting A. ‘There 


are only t 
Indoor Wood Surfaces”; “Professional Salesmanship”; “Keeping Pace 


with the Changing Paint Market.” 


By way of a trial run, 100 dealers from the company’s eastern dis 
trict were enrolled last fall. About half completed the course, enough 
to indicate that with suitable promotion the idea was worth a nation 
wide drive. During the winter the company’s salesmen were asked to 
“sell” enrollments for one month. Result: Almost 4,000 signed up, 
from every state in the Union, and as far afield as Lebanon and the Prid, 
Philippines bod 
Jonese 

The only inducements for completion are an offer by the company 
of a book on painting to the 200 students with the highest marks, and 
a handsome “graduation” certificate. Some of the larger dealers 


offered cash prizes on their own 


Operating is simple. One manual and a test blank carrying 40 or 50 
questions are sent out every two weeks. The questions are so arranged 
that the entire manual must be read in order to find the answers 
When the tests come in, they are corrected and returned to the stu 


dents with the next mailing 


Says Moore: “We are receiving many letters discussing the answers 
to our questions, and although it is quite a chore, we answer each one. 
Interest shown is far beyond our most cheerful expectations. Our 
salesmen tell us the manuals are stimulating a great deal of conversa 
tion, in the stores, about paint and paint salesmanship.” 22. ©. lf a paint spreads farther 
and lasts longer than other paints, 
aren't those benefits? 

\. The e benefits 


fomet 


way to word the question? 
\. You should 
Phere 


16. Q. What would be an example 
of a busybody question? 
\. A question 


18. O. How do you know just what 
questions to ask? 


\. You should 


23. QO. How would you use Pride 
in selling? 
\. You might say. “It 


' ; ] | L } 
professional looking wp 


17. O. What would be a better 


SALES MANAGEMENT 


the 


PLAIN DEALER 


 —— 
whow 
MONEY flow. | 


_ APPLIANCES 


? 


2 
* 


71% of the Plain Dealer's daily 
circulation in Greater Cleveland reaches 
families that account for 73.9% of 

the city’s retail sales.* In addition to 
blanketing Cleveland’s effective buyers, the 
Plain Dealer advertiser gets a valuable 
bonus—dominant coverage of the rich 
26-county adjacent area that constitutes 
the Plain Dealer's famous 2-in-1 


market... both for one low cost. 


Cleveland 26 Adjacent 
Cuyahoga Cy County Area* 


Total Retail Sales $1,803,864,000 $1,466,720,000 
Food Sales . . 487,941,000 376,096,000 
Gen. Merchandise Sales 265,797,000 115,023,000 
Drug Sales 58,480,000 35,890,000 
Durn., Hsld., Radio Sales 93,912,000 68,849,000 
Eff. Buying Incom« 2,840,383,000  2,269,476,000 


* Akron, Canton, Youngstown not included 
igure Sales Management Survey. May 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Ine., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


mid of, you 25. Q. How can you bring Health 
ise tl paint because into the sale? 
friend NTy mith will tell P 
will be wi nd stav whiter ° he health benefit not so 
} he block. olten used as the othe a good 
examp s “Ot course it is a comfort 
24. dQ. What is an example of also to know that there 


; is nO poison- 
Pleasure or Convenience? ous lead | 


gment in this paint.” 


\. “TE don't blame you for thinking 26. Q. Should benefits be used 


hou * paint ‘ KDeCTIS hit ear , 
ea ive but bea early in the sale? 


I one coat ) 
é half the time and \. ‘| hat is the most in portant time 
Tha will an a couple of to use them. They should be used 
vfra weekend for go or fishing before you mention the name of the 


tay 


, 


you'd like that, wouldn’t vou?” product you wish to sell and before 


RETAIL advertisers 


know the Los Angeles 


HERALO-EXPRESS 


to be a newspaper of 
tremendous advertising 
RESPONSE-abiiy./ 


iF you want Sales 
youll GET them from 


The Los Angeles Evening 


HERALO-EXPRESS 


“Les Angeles FIRST Metropoliten Newspoper 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


mention the price. 


27. Q. Suppose a customer starts 
by saying ‘Which is your best house 
paint?"" How would you get in a 
benefit first? 

A. You could answer * . 

av right offhand because the | 
ft tor vou is the one that W ll i? 
1 the best job for the least m« 
don't mind telling me 
going to use it for 


ide wh h you should use,’ 


28. Q. Suppose a customer starts 
by saying “What's your price on 
house paint?” 

A. You could say, “We have se 
eral kinds, so if you don’t mind tell 
Inge me what you are going to use if 
for we can decide which will give vo 
the best job for the least MONe' ind 


that’s what vou want, isn’t it? 


29. Q. Are benefits used after the 
beginning of the sale? 

A. Yes. Use them all through the 
sale. In parthe ular use them after you 
have told your whole story and the 
customer hesitates to buy. Then re 

nind him in what ways the paint Ww I] 
save him money, why he will be pro id 
of the job, ete. 


Selling Principle No. 4 
Use Anti-Argument Phrases 


30. Q. What is an anti-argument 
phrase? 

A. It Is anything you Sa\ which 
may help to prevent a possible argu 


ment. 


31. O. When do you use Anti- 
Argument Phrases in selling? 
They have many uses, all o 
which are for the purpose ot being 
polite and avoiding a possible arg 


ment: 
‘To make a direct statement. 
To introduce a benefit, 
To overcome objections 


To sidestep an expected obje 


To make the sales talk smooth 


32. O. How does an anti-argu- 
ment phrase help in making a direct 
statement? 

A. Because it may prevent an arg 
ment. It makes the customer feel that 
vou think he is as smart or smarte! 
than vou, or that you think he has a 
right to his own opinion even though 
he may disagree with you. It tends 


SALES MANAGEMENT 


in with grease on his hands 

1inds with another whose 

in. This ts how it’s done. It often 

to MODERN MACHINE SHOP editors 
rs out in the shoy gathering details for 


MODERN MACHINE SHOP equipment- and 


pro in-use storics. 


MODERN MACHINE SHOP itself 
MODERN MACHINE 
authentic, practical view- 
reading for 
ime audience 
Equipment at 
N 


News of the In- 


ment.” 


many titles... 


master mechan- 


ics, superintendents, general foremen and others. 
; 


They have one function in common. They pur- 


chase, specity recommend or influence the buying 


of equipment and supplies for their plants. 


With over 40,000 circulation, MODERN MaA- 
CHINE SHOP reaches more of these important 
buying factors 1aliOoNn 

metalworking field. As a matter of fact, MODERN 
MACHINE SHOP'S “plant circulation 8 OOO 


ndividual plants receiving one or more copies, 15 

than the total circulation of most metal- 
working } iblications! 

vertising in “work clothes” and send 

hop’ with MODERN MACHINE 

SHOP. Get maximum r idership maximum re- 


sults in the magazine both readers and advertisers 


trust. 


Write for New 48-page FACTS FOLDER, 


“Highway to Metalworking" 


MODERN MACHINE SHOP 
431 Main St., Cincinnati 2, Ohio 


dvertisement 
ge0 TT 0 you 
finterest to you in (393 
shopping centers 


2 


ACB Newspaper Research Service 
brings you every advertisement 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summarized report form, or 
you may make up your own reports 
from the full-page tearsheets we 
furnish you 


With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers, or your 
competitor's dealers; or the content 
and extent of release by com 


petitors in national advertising 


ACB show 


buy these services by markets; but 


above how you can 


you can order by your sales terri 
torie or even ingle towns You 
may take these 
ously, or periodically 


very ice continu. 


ACB Services are among the most 
useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want incoverage— and induration 


Send today for catalog 


Send for ACB's Catalog. 48% pages 
Describes each of ACB's 14 Research 
Gives many case histories; 

of service, or method of estimat 

ing; complete directory of datlic 
{ S. Cer 


is of retail stores. It's 


free! Ask for it today 


ACB SERVICE OFFICES 


“The 
ADVERTISING 


CHECKING BUREAU 
Inc, 


| custome? | ke you. 
For exan ple 


Don f Sa\ a his pa 


nt has the best 
reputation in town 
Do say Krom what others. tell 
me ['n led to believe that this paint 
has the best reputation in town,” 
Don’t sas 


lead indoors iny more 


Nobody Ises white 


Do say 1s you doubtless knou 
tew people use white lead indoors any 
More 

Don't say This 
you 0 ild ye it 1ob.’ 

Do sav, “OF course | may be preju 
diced but | honestly believe this is the 
best paint 0 ould vet Tol yout! 


ob 


s the best paint 


33. Q. Why should you use an 
anti-argument phrase to introduce a 
benefit? 

A. Because its 
nent. Otherwise 
think you are 


id hye may vet h 


event an argu 

istomer may 
inv to sell h mm 

| 0 ( vample 

Don't say This 

Money 

Do say I don't blame you tf 
loubt what I'm going to say. but 
will save vou a lot of money 

Don’t say Th 

i time and mone 
Dosa 


34. Q. How is an anti-arqument 
phrase helpful in overcoming objec- 
tions? 

} 


! 
lel ps 


35. Y. What do you mean by 
using an anti-argument phrase to side 
s!»p an expected objection? 

\ By stating +} } 


36. Q. But isn't it better to avoid 
an objection rather than to bring it 
up? 

\. No. If your prospect has an ob 


the 


jection, you must get it out into 
open and kill it. If you don’t he won't 


buy. So never trv to evade objections. 


37. 9. What about price? 
Shouldn't that be dodged until you 
have told the benefits? 

A. By all means provided yo 
do so without making the sti 
think vou are dodging. It the 
tome asks the } ce betore VO 
ready, never, never say, “Ul come 
the price by-and-by.”” Do say se 
thing like, ““From what I’ve told 
vou might expect this paint to be 


high but actually will show 


38. O. When would you need to 
use an anti-argument phrase to make 
the sales talk smooth? 

\. \lany sales are lost 
salesman cannot immedia 
the answer to i log 


ifes he 


Onve 

‘ j tion to wh 
know the 
Don't 
Do sa 
im ] ( 

Perhaps M 


inswe 


39. Q. Is the use of an anti-argu 
ment phrase to avoid argument the 
same as what is called the ‘Yes 
but . . ."' technique? 


40. Q. How would you do that? 
\ Kor example + hy an 


“That pt > 
lat price 
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a 
- i 


You can reach nearly 


families 


\ 
in the top three markets 


with this great buy! 


eeee#2e#e?#?e#8e8s 


And, First 3 Markets Group's total 
“Sunday Punch” Circulation of 
6,500,000 delivers 46°) average 

Family Coverage in 294 key 
Industrial NORTH and EAST 
counties. These key countie 


account for 31 of total U.S 
Retail Sales, 28 ol Drug Sales New York Sunday News 


. f 7 S nt wy — (— ‘Ba Colorote Magasine 
- Wood Sales, 33% of F elaptrchay ‘ >) _ : . — ago Sunday Tribune 
“urnishings and Appliance Sales BN 
and 40% of Apparel Sates  -_ / KIRARETS: tu ey + “0 ide lephia Sunday Inquirer 
Increase your sales with this 1 great buy: a day” Magazine 
oy 


. 


treet, GArfield 1-794¢ 
ilevard, Michigan 


OCTOBER |} 


3 of a kind 


is a good hand 


Army Times, Navy Times 
and Air Force Times, The 
Network of Weekly Service 
Newspapers, are the best 
three cards you can hold when 
you are trying to win the 
huge 7 billion dollar Armed 


Services market. 

YOUR AD reaches servicemen 
and their families all over the 
world who spend many mil- 
lions for consumer goods in 
commissaries and Post Ex- 


changes. 


CIRCULATED in 12 editions 
all over the world, these popu- 
lar papers offer the widest 
service coverage of any serv- 
ice weekly publications. Low- 
est cost per thousand readers. 


Get sample copies, market data 


book from nearest office 


ARMY TIMES - NAVY TIMES - AIR FORCE TIMES 


ARMY TIMES 


PUBLISHING CO. 
3132 M ST., NW, 
WASHINGTON 7, D.C. 


~~ s 
Branch offices in 
Los Angeles 
Philadelphia Chicago 
Tokyo Paris 
Lendon Frankfurt 


New York 
San Francisco 


ight answe ‘Yes, that is probably 
highest price house paint n ade 
ind yet we sell more and more every 
. We couldn't do that if people 
dn’t find that it was worth the 


ld we? 


Selling Principle No. 5 


Use Test Questions 


41. Q. What is a test question? 
i It 5 2 quest on use + 
ritl pal purposes: 

1. To find out if the 


I terested and Is listening. 


2 5 compliment the customer. 


if if the istomel! 


42. Q. How do you find out 
whether the customer is interested? 
\. By listen ng to his ; 
q restions It they 
vou are doing all rig 
be wasting you me, be 
nay not really be listening 


43. QO. What kind of questions do 


“Wouldn't 


“That's what ou 


44. Q. What should you do if hi: 
answers are not enthusiastic? 
A. The only things that 


1 
son interested are benefits to himselt. 


vet a per 


sO talk ibout his own mone con 


vemmence or pi de or he lth. 


45. Q. How can you compliment 
a customer with questions? 

\. By asking his opinion ind listen 
ny ntently to his mswer, \sk such 
“As a businessman, does 


that make sense to vo 


questions as 
Don't you 
feel that W th { home su h as VOUTS 
vou always come out better in the end 
rt} 


i¢ best ot evervth no? 


46. Q. How do you find if the cus- 
tomer is ready to buy? 

\. Whenever he vives an enthus 
istic answer to any question, 


ready to buv. 


probably 


47. Q. Can a salesman ask too 
many questions? 
A. It s very unl kely. By the tir 
a eood enough salesman to ; 


he w I know when not t 


is a real winner 


Add another ace to the three 
in your hand and you’re way 
ahead. Add Air Force Daily 
to the Network of Service 
Weeklies and you get widest 
possible service coverage. 


CIRCULATION parallels the 
sweep of AFEX (Air Force 
Exchange) System, thus pro- 
viding the advertiser with a 
combined consumer paper 
and trade journal. 


AIR FORCE FAMILIES in 
Great Britain, Europe and 
North Africa depend on Air 
Force Daily (European Edi- 
tion) for all their daily news 
of home, the world and the 
service. 


Investigate the advantages of 
low-cost combination cover- 
age in all four of these widely 
read service publications. Full 
market and ‘‘How To Sell’ de- 
tails are yours for the asking. 


AIR FORCE DAILY 


an 
ARMY TIMES PUBLISHING CO. 
publication 
HOME OFFICE 
3132 M ST. N.W., WASHINGTON 7, D.C. 
LONDON OFFICE 
102 Park ST., W. 1, LONDON 
— Ss 
Branch offices in 
Los Angeles 
Philadelphio 


Tokyo Paris 


New York 
San Francisco 


Chicago 


London Frankfurt 
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New “GOOD LUCK” Package 
~ Tells a Fresh Sales Story 


~ 
~“ 


Leading butter and margarine packers 

have long used the Reynolds foil wraps to 
protect the quality of quarter-pound and pound 
prints. Now here’s a sensational further 


development by Reynolds...foil-wrapped prints 

in a carton overwrapped in Reyseal*. 

You know what this heat-sealing Reynolds lamination has 
meant to dried fruits, cookies, dehydrated products. 

Now watch what it does for Good Luck Margarine. 
Watch Good Luck promote this package nation-wide... 
proclaiming new freshness and flavor by TV, 

radio, newspapers, magazines. 


And note well...Good Luck ties its package story to the name 
women know means aluminum foil-REYNOLDS WRAP. 

It says right on the label... REYNOLDS WRAP PACKAGING. 
Take advantage of this quick-sale identification for your 
product...the REYNOLDS WRAP PACKAGING SEAL. 
Write for information. Reynolds Metals Company, 

General Sales Office, Louisville 1, Kentucky. 

®T.M. Reg. U.S. Pat. Off 

Patent Pending on Composite Package 


Contact the nearest Reynolds Sales Office for information on how you can put the REYNOLDS WRAP PACKAGING SEAL 
on your package. Take advantage of the name that instantly identifies aluminum foil—the finest packaging known! 


SEE “MISTER PEEPERS,” starring Wally Cox, Sundays, NBC-TV Network 


SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET 
OF OVER | ,400,000 PEOPLE. 


Send for Brochure That 
Gives the Complete Story 


in Pictures and Figures 


JFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


isk then Very 


i igh aque tions 


Selling Principle No. 6 


Talk Economy 


48. Q. What do you mean by talk- 

ing economy? 

\. There are two principal ways: 
Sell the large size because 
less money, 
Sell the bette: 
1] 


product bye wise 


SAVE the ustomer mo 


49. Q. Why is it so important to 
talk economy? 
\ Be ise it in Causes s 
It makes the individ 
\lso, it handled properly 
thre customer tee] you are 


) 
1 
and he will come back 


50. O. How would you go about 
asking a customer to buy a larger can 
of paint? 

\. You could say 


ny to do a tai 


It you are go 
amount of work a 
money. None 


gallo in will save you 


88 


you keep it a 
ilwavs strain 


old silk ol 


isc you can 
a piece of an 
nylon stoc king. 


51. Q. How about Paint Thinner? 
\. Say Why not buy a gallon 


much cheaper that way and then 


lean vour brushes. 


Also the thinner you 


you have plenty to 
clean with today 
can be poured into an old jug and 
used over and over again because the 
paint settles out | very time vou buy 

quart of thinner you are 


iway 22 cents. 


Selling Principle No. 7 
Ask For The Order 


52: Q. When should you ask for 


the order? 
\. As soon as the customer gives 


reply fo a question vou 


should start to ask 


in enthus ast 


53. QO. What is meant by starting 
'o ask? 


\. You should determine the exact 
amount ot the ordet the 
} 


olor, et 


betore the final isking, | se questions 


which do not seem to “Push” the 
customer, 

Don't sav, “How many gallons do 
you need ?’ 

Do say, “About how man 
would the job take?” 


Don't sav, “Which color do vo 


want? 


gallons 


Do say, ‘Don't you think this pink 


wo ild look prettier ” 


54. Q. Suppose the customer is 
undecided about the color? 


\. If it is a woman, suggest that 
she select the color which she thinks 
would be most becoming to her as a 
dress material. If it is a man, suggest 
that he take either one and a olo 
ard and tell him he can exch ive 


1-1 
I h Ss wite doesn t like 


55. O. What is the best way to 
finally ask for the order? 

A. Always by asking a double ques 
tion which VIVES the customer two 
choices and makes it harder to savy 
‘no.’ 

Don't say “Shall I wrap it up 2” 

Do say “Will you want to take 
this with vou or have it delivered 2?” 


SALES MANAGEMENT 


56. Q. Suppose the customer says 
“l guess I'll think it over." 

Pa Yo I could say I ne, vou can 
ilways get it here when you want it. 
Is there any al ilar 

akes you thinl I 
you the kind of a job 


\ 


thing that 


ess > pri pal sales 

57. Q. Suppose the customer says 
| want to talk it over with my hus- 
band?" 


al good 
an let us know. 
SEE h 1 don't torget 


Phus you are back 


iles talk and can use a 
58. @. What is a hooker? 
A. A hooke 


istomer on the hook, some rea 


th ny 


S son 


1 why he should l low instead 
delaying. You to think up 
own hookers but \ I Wh always 


Then “ise 


59. Q. What is an example of 
hooker? 
\ You might sa\ 


It vou ordet 


we can deliver in time for vou 
the week end,” 

t will be fin 
holidays,” or “I 


to do the work over 

or “If you do it now, 
shed t tore the 
of 


wouldn't put off painting, because the 


yood we ither may not hold out 
Selling Principle No. 8 
Make Associate Sales 


60. OQ. What is an associate sale? 


an item which a cus 
need to do a job, which he 
to ask for or may not 
en know needs. 
61. O. How do you know what a 
customer needs unless he asks for it? 
\. If the salesman thinks of the 
ustomer’s job as though it were his 
own, he can usually figure out every 
thing the customer needs to do the 
omplete paperhanging 
job. He “ I] not 


putty, th nner, Oo l, 


paint ny Ol 
forget to sell 
brushes paint on 
other surtaces and many 
This not only 


nereases sales but it does the cus 


paper tor 
other "TMs. vreatly 
tomer a tavor because he does not 


have the ncony enrence ot buving 


these things elsewhere or of need ny 


something on Sunday when the st 
Also vou should depa t 


ores 
are ( losed. 


mental Ze. 


62. O. What do you mean by 
that? 
A. You should make littl 


ments within your paint department. 


t 


depart 


Put together things that are used 
gether. seeing th ngs rem nds us 
tomers they need them. So, for exan 
ple, by your turniture enamel Vou 


should 


brushes 


sandpaper, varnish 
filler, knives, 


remover, bleach, ce 


display 
CT At k 


paint 


putty 
scrapers 


als, et 


63. Q. Is it a good plan to say 
"Will that be all?" or “Anything 
more?" at the end of every sale. 

\. Every Tire a 


eithes one hie should remind himself 


salesman sa\VS 


that he is doing a poor job. Every 
paint job requires a number of items: 
sandpaper, thinner, 


brushes rags, 


lrop cloths, ete. “The salesman should 
name these items. Say ng ‘anything 


more is just being lazy. 


64. Q. Don't customers become 
angry if a salesman tries to sell them 
everything in the store? 


MOST PROSPEROUS CITY 


Don't look for golden streets, erystal palaces and silver 


coaches in South Bend, Indiana. Prosperity here simply 


mean that the 


Study after study verifies this. The latest, by the Institute 
of | ile Insurance ol AY WW York. 


personal income to be highest in the mation!... 


lyf, 


saturate this 


F. A. Miller l’re nd Edit 
STORY, BROOKS & FINLEY 


iverage earner has more money to spend, 


vreat market with the South Bend Tribune. 


a Write for free market data book, “Vest Town. S.A 


Franklin D. Schurz ' nd Trea 
INC. * NATIONAL REPRESENTATIVES 


IN U. S. 


hows South Bend median 


You ean 


K An 
Pa - \ 
friK 
The South Bend, Ind. Market 
7 Counties, 1/2 Million People 
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Standard Rate & Data:s Income Dt 


Consumer Markets helps you \pict 


best media with gfetyes accuracy and greater ease! 


Supplement to 
ouf best markets and 


Easy to spot the income groups most likely to buy your product 


Consumer Income 
Spendable 


Per 
Inc. ($000) Household $ 


NUMBER OF CONSUMER UNITS BY INCOME GROUPS 


Total 
Consumer Under $2,000- $4,000- $6,000 


$2,000 999 5,999 & Over 


28,633 
11,10° 444 
24,62 4,602 
if 2 374,336 8,427 
wners Grove 3 27,928 8,142 
Eimhurs { 63,517 10,082 
( 35,087 12,667 
40,103 16,106 
25,173 9,255 
14,032 7,308 


Newly compiled consumer income data not available 
elsewhere tells how many consumer units are in 4 income 
Groups: under $2000; $2000 to $3999; $4000 to $5999; 


Now. using CONSUL MER MARKETS In- 
come Data Supplement, you can estimate 
how many prospects there are for your prod- 
uet, place by place! Every city, every 
county, every metropolitan area is listed in 
four separate income xroups. Also data on 
the average income per household, number 
of households. and the number of consumer 


976 5 1,424 
388 671 
904 

14,795 

2%6 1,203 
604 - 1,994 
182 774 
347 561 
181 - 1,017 
651 828 


and $6000 and over. This data is provided for’ every 
county, metropolitan area and city of 5000 or more 
population in the U.S. 


units. NOW it is easier to assign sales terri- 
tories and advertising schedules realistically > 
with conveniently arranged tables based not 
on average or total income for various local- 
ities, but the actual numbers of consumer 
units within each of 4 income groups! All 
data are solidly grounded on the U.S. Census 
of Income. 


SALES MANAGEMENT 


new consumer income data hailed as 
“important contribution 
to more scientific marketing” 


‘ 


Thishandy information will help you 


@ evaluate media by income patterns at 
each local level 
@ set up more equitable sales quotas % Which city ts the better market for YOU? 
@ make sure your consumer studies prop- oe They look alike... BUT... 
erly cover desired income groups 
@ predict sales potentials more accurately ie City A City B 
@ select better test markets 


iscover Where distribution is neede 
@ di cover shere distrib lion is nee dk d 950,200 — a 
@ determine where promotion will bring 


de Siateallihi © $101,000,000 retail sales $102, 100,000 


HAACD MAADUETO RA 
HCN MARACIO— May 

Standard Rate & Data Service made sales ~S 

and advertising history when it: tabulated sy, But if you sell mainly to those whose 

data from the 1950 Census of Income, brought ¥ income runs $4000 and over, they look 

the information up to date. and made it ' different! 

available by income groups and by localities an 

ina Supplement to the 1952-53 edition of income units 


CONSE MER MARKETS. : City A over $4000 City B 


The next edition of CONSE MER MAR- mm = (3',026 36,563 
KEES. scheduled for May 1954. will contain cc oe 2 
current consumer income figures in addition aes 35.47% “rr 
to its regular features such as data on popu- i = (Of total uae 
lation. households. retail sales. sales by store aa 7 
classes and farming ... for states, counties, 
metropolitan areas and cities. And including 
features such as maps. ranking tables for 
metropolitan areas by 22 major marketing 
factors. trends, ete. 


City B offers you 7,557 more consumer 
units that YOU want. 


Only in the consumer income data sup- 
plied by CONSUMER MARKETS can 
Until then, remember the CONSUMER © ~=—you find handy tables that make com- 
MARKETS INCOME SUPPLEMENT is iS 

the only source available for detailed. com- 
plete consumer income information for the 
entire country. 


parisons like this so simple! 


THE COMPREHENSIVE SINGLE SOURCE OF AUTHORITATIVE MARKET DATA INCLUDING INCOME BREAKDOWNS 
PUBLISHED BY STANDARD RATE & DATA SERVICE, INC., WALTER E. BOTTHOF, PUBLISHER 


1740 RIDGE AVENUE, EVANSTON, ILLINOIS « NEW YORK « CHICAGO « LOS ANGELES 
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the 


\. Not t the salesman at it 


an goes j you want to do the ceiling, too 2” 
proper way. ‘The salesman should 


show he is interested in havine the 65. Q. Are lists of items for vari- 


ous jobs available? 


tomer 
ome yet a good job and 


to do him a favor. ‘ suct \. Yes, con plete lists of associate 


brush for this job?’ 


on 


use 


" . 
stions as ‘ms are given in the | ainting Cjuide 
1 going to put this on wit ch should be kept on the counter. 

t roller coater ? 


f Selling Principle No. 9 


Do you have the proper kind « 


Now, if you are using this paper Give Product Information 


the walls, what color will you 66. Q. Why is giving product in- 
on the woodwork ? formation stressed as a sales prin- 


: If you are doing the walls wont ciple? 


BRUSHING UP ON THE 
COLGATE SUCCESS STORY... 


\ yy wk) 


§ 


ww Dank. A 


J 
LP 


Just one glance at that satisfied smile sums up the success 
of the extensive Colgate Tooth Paste advertising campaign run- 
ning in the St. Paul Dispatch and Pioneer Press. 

According to the 1953 St. Paul Consumer Analysis Survey, 
Colgate again maintained its substantial lead over all other tooth 
pastes with an impressive 54% preference rating, in the thriving 
St. Paul market where more than 9 out of 10 people use tooth 
paste. One of the primary reasons for Colgate’s high consumer 
preference rating is the fact that they are a consistent advertiser 
in the St. Paul Dispatch-Pioneer Press. Here is the toothpaste 
story in the St. Paul market as revealed by the 1953 St. Paul 
Consumer Analysis Survey. 


TOOTH PASTE BRAND PREFERENCE 


1953 1952 1951 1950 1949 
Colgate 54.0% 49.7% 49.2% 45.6% 47.1% 
Brand B_ 13.7 15.9 16.1 17.6 19.9 
Brand C 9.4 10.5 10.7 9.5 11.8 
Brand D 6.6 


Brand preference trends such as shown above are important 
to national advertisers who must keep their fingers on the pulse 
of the buying public. The 1953 St. Paul Consumer A.nalysis 
Survey will inform you about consumer preference ratings in 
the St. Paul market for hundreds of major products of all types. 
For your personal copy of this complete survey, contact your 
Ridder-Johns representative or write Consumer Analysis, Dept. D. 


$f. L RIDDER-JOHNS, INC 


f DISPATCH 3. 


xo Detroit 
San Francisco 


— Se" tat 
PIONEER PRES$ © scores: hos 


Minneapolis 


Representatives 
S pau 


a @:o0o088 wetwseraree 


, 
\. Because failure to give prod 
ntormation otten causes complaints 


or causes loss ot future sales. 


67. Q. How could failure to give 
information cause a complaint? 

\. Very eas ly. If a man asks for 
a quart of house paint and uses it on 
garden furniture, he may complain of 


“ye 
ts being soft or chalking. 


68. Q. Should you give product 
information if a customer merely says 
“| want a quart of enamel under- 
coat?" 

4 Yes, you should, because 
kind of istomer is likely to 
enamel undercoat anywhere. 
should give him a reason 
back to your store when he 
more, \\ hile you are mak ny 
sav “You'll tind this is a fine unde 
oat. It’s the only one IT know 
that doesn’t turn vellow and ve 
also use it as flat finish 
work.” 


69. O. How do you know what to 
say about all the different paints? 
A. Usually all you need 
directions on the label. Of cou 
you should not read but should 
member the directions .. . then 
the information like a hot t ~ 


customers love t! 


Selling Principle No. 10 


Use Common Sense 
70. Q. What is meant by using 


common sense? 

A. These Sales Principles are i 
tended to help you. But everybod\ 
sells in his own wavy; nobody can tell 
you the best way for you to sell. 

Every principle cannot be used 
every sale. Use only those that 
necessary don’t waste time. 
vour heavy artillery for mportant 
sales. 

Try not to sav anything that does 
not bi ny vou closer to the sale, but 
avoid being abrupt. 

Treat your customers as you would 
like to be treated, if you were the 
customer, and remember that people 


don't like being sold. 


71. Q. What do you mean by cus- 
tomers not liking to be sold? 

\. Exactly that ... as al ile pe 
ple like to feel that they sell then 
selves . that they 1 » the 
own ! nas 


72. Q. Suppose the customer asks 
your advice? 
\. Atte you have won 
tomer’s confidence you can 
free with your persuasion, alwa 
vided you are thinking of the 


fomers interest and he knows t. 


SALES MANAGEMENT 


“Elkins always claims that Miami Beach is the best place 


to reach the executive market this time of the year” 


REPRINTED FROM TIDE 


Elkins. You're So Right! Weve the biggest concentration of ke, 
executives and investors in the country, and while they re relaxing 


on Florida's famous Gold Coast they re all regular Herald readers 


That Lives wide awake advertisers a golden opportunity to use the 


Herald's blanket coverage to sell them all at one fell swoop and 


at one low cost’ Sce your SBXE man today 


OQ, 


* 
) ~ 
Cees 08? 


JOHN 3 KNIGHT, Publisher STORY, BROOKS & FINLEY, Notionol Reps Affiliated Stations ’ WQAM-FM 
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on the way up 


in chicago ? 


You can get there quicker on WBBM-TV. 


For that’s where audience history is being made. Take a 
look at WBBM-TV’s progress during the last six months, 


for example. 


Today... 


8 of Chicago's “top 10” nighttime TV shows are 
WBBM.TV shows. (Six months ago there were only 5.) 


12 of Chicago's “top 15” nighttime shows are 
WBBM.-TV shows. (Six months ago there were only 9.) 


6 of Chicago's ‘‘top 10’ across-the-board daytime 
TV shows are now WBBM-TV shows. (Six months 


ago there was only 1.) 


WBBM.-TV is now top-rated in 164 week-long 
quarter-hour periods...leading all other Chicago 
stations. (Six months ago we were a poor second with 


104.) 


In Chicago Showmanship changes things—for the 
better. The fastest way to make your sales curve soar in 
the nation’s second market is to give your product a ride 


ON wee 


WBBM-TV chicago’s showmanship television station 


CHANNEL 2 CHICAGS 


Salesman 


He wonts 
to get 
orders 
and 
develop 
customers 


wr’ 
\ 


« at 
Xone fulfill his 
_ gant ¥ needs and 
12 wants as he 
\ sees them 


\ ATT 
SA 3 
rn 


Buyer 


He wantsa 
predetermined to get 
result from 
his purchase orders 
One that will | and 
adequately develop 
customers 


He wants 


_—" 
Leute) 


— : 
—. * 
u 


Fa 


The 
Buyer 


He wants o 
predetermined 
result from 
his purchase 
One that will 
adequately 
fulfill his 
needs and 
wants as he 
sees them 


NUMBER OF STEPS the salesman requires to bridge the gap that always exists between buyer and 


seller can best be determined by a fair appraisal of the width and depth of the gap. Too many steps 


mean wasted effort. Too few mean pressure on the salesman and the buyer too early in the sale 


Wanted: More Creative Selling 


For Products Sold to Industry 


IV. ABC's of the Selling Process* 


A salesman—like a ball player—must circle the bases be- 


fore he can score, and he must reach and touch each base 


in proper rotation. lf he skips one, he is headed for an out. 


BY ALAN E. TURNER © Late President, Amercoat Corp. 
In collaboration with A. R. Hahn, Managing Editor 


In Part IL otf this discussion* a 
series of 24 questions Was set up to 
‘rve as the tramework tor a_ basi 
analysis of an industrial product o1 
service. Its objectives were: 

1. To uncover the sales hurdles to 
be overcome 

2. To reveal the “plus factors” 
or sales advantages 
has to work with. 


the company 


96 


3. ‘To suggest the building process 
by which orders can be developed. 

4. To reveal the individual sales 
steps which must make up the sales 
process. 
nature of the 
product or service, and the buyer's 
attitude with respect fo it, this sales 
process may be 


Depending on the 


relatively simple or 
extremely intricate. It may consist 


of a number of 
tively few. 

Simple or intricate, however, the 
fundamental principles are the same: 

First, we must establish a need and 
obtain agreement, on the part of the 
prospect, that the need exists. 

Second, we must develop a means 
of satistving the need, by the adapta 
tion of the product to the specific cit 


cumstances, on a basis that is eco 


*Earlier articles in this series, and their 


dates of appearance: “Better Selling Be 
gins with Top Management” August 
15 How to Clase@@y ind 

What You Have to Sell September 1 
Finding the Men Who Can Influence the 


Sale” (September 15 


**See SALES MANAGEMENT, September 1, 
1953, page 40 
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These 50 manufacturers of power transmission 
and parts advertised in STEEL during 1952 


Allis Chalmers Mfg. Co, 

Speed Control Drives 

American Brake Shoe Co., 
National Bearing Div 

Atlas Chain & Manufacturing Co 


H your product belongs in metalworking... eae 


& Rubber Co, V Belts 

Brad Foote Gear Works, Inc 
Pittsburgh Gear Company 
Sub. Brad Foote Gear Works 


your advertising belongs in... ng oe 


Baldwin Duckworth Div 
wwe werner Dodge Manufacturing Corp 
Div Chicago Thrift Etching Corp 

The Cleveland Worm & Gear Co 
Farre!l Birmingham Co., The 

Sub Consolidated Machine Tool 
Dayton Rubber Cx 


Dings Brakes, Inc 
Sub. of Dings Magnetic Separator Co 
Power transmission advertisers have 


Excelsior Leather Washer Mfg. Co 
The 
a vital stake in STEEL’s market SS ‘Z, 


Fairbanks Morse & Co 
Fairfield Manufacturing Ce 
because it’s the biggest of all industrial : 


Fafnir Bearing Co 


. Federal Mogul Corporation 
Foote Bros Gear & Machine Corp 
markets Another important reason € The Garlock Packing C« 
Foo Gates Rubber Co 
why so many power transmission Sais ; 
7 iieey General Electric Ce 
advertisers use STEEL is because it is read by all aH Adjustable Speed Drives 
Hyatt Bearings Div 
management, General Motors Corp 
New Departure Div 
General Motors Corp 
B. F. Goodrich Co 
a voice in the selection istrial & General Products Div 
The Hansen Mfg ‘ 
of power transmission equipment and supplies cover Bail & Bearing 
for the 111 billion dollar metalworking industry asad tey-heton deers 
E linoiws Gear & Machine 
STEEL + Penton Building + Cleveland 14, Ohio Indiana Gear W« 
‘ O James Gear Mfg 
Johnson Bronze 
Manufacturing & Belting 
Michigan Tool Co 
Cone. Drive Gears Div 
Nice Ball Bearing ¢ 
New York Belting & Packing Co 


d : ' I h Philadelphia Gear Works, In 
I le earn ompany o meri 
You advertise in STEEL to reac ie Roller Bearing Com, ey eedte 


f ra , Rollway Bearing Co, In 
all four buying influences ‘ SKF Industries, In 
ids Gear & Manufacturing 
The Timken Roller Bearing C« 
; Torcon Corporation 
Proouction “* 


The Torrington Cc 
on Chain & Manufacturing Ce 


1 members of the buying group 


production, engineering and purchasing executives 
the key men who have 
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The 
Vineo Corporation 

ENGINEERING Winsmith, Inx 
Wisconsin Motor Co 


INC. 


e} 


in Road, Miami Beach, Fla; 
peventh St. 14 


603 Stewart St., 1 
520 S. W. 6th Ave., 4 


San Francis 

625 Market St. 5 
Los Angeles 

520 W 

Seattle 

Portland 


1a 


NATIONAL ADVERTISING OFFICES 


J). V AMBROSE, Manager 


Chicago 
E. M_ ROSCHER, Manager 


521 Fifth Aver 
Tribune Tower 
Fion 

THE LEONARD CO 
PACIFIC COAST 
WEST-HOLLIDAY CO., 


311 Lin 


New York 
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Circulation: 


Sell the St. 
~ 


Electrica 
Le 


Mt vt 


a aitTs 


Ost econon 


ome ill Oo! 


postponement 


between sales 
al tull unde 
needs leas 
‘Too many steps 
mean wasted ettort and poss bly miss 
ing the sales opportunity by failing to 
order when the time is 
Too few 
salesman 
esent h vg 
have been lost by 
rowding 
Re ‘y irdless or the 


1 


t] } | 
wey Wil Dreak oO 


1. The sales approach: “This may 


equire extensive pre-call planning 


and preparation, as well as the initial 


contact w th the prospect. 


2. The intermediate steps: (ne o: 
several may be required 
hurdles” 
onvincing the prospect that what ts 
ottered tor sale is the best for him. 
his is frequently e weakest and 

ost neglected phas 


depending 


on the separate nvolved A 


salesmansh p 
is well iS. in 
loo Many 


on the ¢ 


3. The close...including the fol- 
low-through: This step involves get- 
ting tavorable a nailing down 


leanin the attendant 


I 


m. In the 
ised Amer 


w! 


en ou 


lly al 


| oblen ithe 


+} ' } ' ¢ 


Ste] lwo s to develop a sound 
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step Three 
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le recommendation 
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despite 
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The Sales Approach 


It’s hard to over-emphasize the in 
portance ot the first step in the sales 
building process. The sales world 
infortunately, is full of fast talkers 
and shadow-boxers. Buyers are wary, 
and properly so. “They've listened to 
a lot of tall sto 

Thus they are ustla the alert 
at the first contact to , and 


1 
} 


atalog the salesman as a peddler, 


a hot-air artist i man who can and 

ho wants to be helptul to the pros 
pect company, o1 just a nice uy who 
has nothing real to offer. 

This first in pression is likely to be 
a lasting one. It can work to the 
salesman’s advantage or it can create 
anothet hurdle, sometimes % nsul 
mountable one. 

Theretore the soundest. sales ap 


proa hisa projection of a company’s 


whole sales philosophy. The sales 


should truly * his best foot 
d lin to tl 


] 
a holding ou 0 le prospect 


1 + 


n plus values than the com 
"pared 


eC} oO prove and to de 
Amer 
ration 
ible 
preparation 


)) ft oul 


ind operate etter 


done il 
ll on The S 


Mahuta 


KHOVW I produ 

} , 

likely to become 

pick-up inless prope 

re emploved 
; 


acess oO a 


isportat 


dsthat 
s oul 
InKNOWwN 


xcept, we hope 


ment with Black (we are seeking to 


cultivate blue chip” customers hy 
Stating that we are in the business of 
providing eftective methods to oO 
rosion and contamination control 
that we would like to discuss 


specific suggestions with hin 
lt * cannot secure an 


ment with Blac k 


ippoint 
schedule the 
ill anvway and 
DeCinY able to see him 
however, this is 
Having determined that Black 
key man, we will make « 
contact with no one else. 
involve a series of “no action 
but we believe thi cannot 
out our sales step successtully 
we start right. If Black is ou 
man then the place to start 
him. Others in the industrial field 
may quarrel with such a policy, but 
] can only sav it works for us 

This policy is contrary to normal 
procedure and it is likely to irk the 
‘salesman’ who believes that since he 
is supposed to make a call on this 
he must see and talk to 


someone. But we contend that ‘calls 


COMpany 


alone are not enough; they must. be 
calls where something worth while 


happens. 


Get Specific Fast 


Ultimately we see Black and open 
our discussion by restating our busi 
Ness “providing effective methods ot 


As quickly as pos 
proble 1) 


corrosion control.” 
sible we get to a spec fh 
storage tanks, tank cars tor rail sh }) 
ping, cargo holds in tankers tor wate 
sh pments of possibly trailer tanks 

Black Is likely to react noone ot 

AVS 

1. Deny that there has eve 
contamination problen Th 
likely with liquid causth 

that contamination 

been a problem, but contend that 
now fully and = economi lly 
trolled b the OD IPAs 
method 
4. Crree 
s unlikely 

It he den that the 
been a contamination p 
one of two things os tris 

he is unaware ¢ 
narked ditterence 
and equipment 


st tactfull 


problem but believes 
trolled, then we on 
that there may be 
that piven access 


may be able to find i! 


found the most economical wav fo 

hundreds of other industrial plants. 

Most bus nessmen will react tavor 
| 


to this approach 


T they are con 
to be 
noth 


earn 


osion Problen Analysis 
llustration page 10] 
‘| his is the first © ision 
ion of what we 
nd ist il ~¢ 1] ny methods 
we have 


W ell aes 


mMiportant 


encountered a 
gned tools are 
o the salesman as 
they are to a irpenter and a sales 
sel] 
s truly 
Your first and 


nd spensable S iles tool 


man who is attempting to 
through the spoken word only 
t 


a ad sadvantage. 


almost Is some 
simple printed form which helps you 
to get at, and 


the facts on 


organize and record 


which yout later sales 
presentation will be based. Our “Cor 


Problem Analysis” 


a tool.) 


rosion torm 


Suc h 


Your Analysis Form 


The 


purposes: 


analysis form serves several 
check sheet. on the 
job, aids in obtaining a// the informa 
tion required upon which to base a 


sound 


Its use as a 


recommendation. 
front of the prospect 
arries conviction that we are se rious 


Its use, in 


n our desire to serve him and pro 
vide him with the soundest methods 

for soly ng his problem. 
| sing the form we attempt to 
gather ind record all of the pertinent 
data Black 
trom additional people as he 
We also try to learn 


at this time the other executives | t 


tron t Poss ble. or 
such 


may designate 


n the final 
t the 


any) who ray play i 
] 


decision to accept or reyes meth 


ods of control which we 
Where the 
imed to be 


the “arithmet s of vital 


‘commend 
} 
method in tse is pre 
ideq bate and CCONOTHLE il 
IMmMpo 
tance to us 
How ! | . the 


od ost per 


present meth 
month (or 
year rv ice How frequently 
st it be repaired or renewed ? How 
1! ich down time ind loss ot produc 
t nvolved in ea 

newal? What does this mean 


? 


on ois 


lars to the prospect 
This 


ise 6 6wwWe 


nformation is vital to us be 
i i 


must show by comparison 
and/or sav ngs 


Other 
wise the prospect would have no rea 


ill-inclusive benefits 


trom methods we recommend 


son to change and we would have no 


hope of getting the business 
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Having obtained all the pertinent 


lata, and inspected the equipment 


we are ready for our second step: 


“Development of a sound recommen 


dation 


, 
Lan! 


The eXal 
cal. It 1 natural because 
} 


he prospect s 


¢ 


| 
Knew a great deal about t 


business in advance of your call and 

thus were na mn to steer the 
whole interview.” 

Actually, we are in the 

na majority of the calls wh h 

We win that 

Zing out 15 years ot 


ntelligent pre-call 


same pos 


men 

position 

experience and by 
planning 

This is not the place to pause To 

i detailed discussion of pre-call plan 

ning but stress must be laid on its 


tical Industi al sell 


ng, more than any othe: type ot sel] 


mportance, 


ng, requires ntelligent pre-call plan 
It would be hard, indeed, to 
estimate the waste entailed in all the 
thousands of industrial calls made in 
week where the 
has done no pre-call planning. Pre 


ning. 


any one salesman 


call planning, n essence, Is simply 
digging up and organizing all the in 
obtain 


formation you can possibly 


about the customer, the exact nature 
of the business in which he is en 
gaged, the part of his operation in 
which you hope to find a market for 
what you have to sell. Pre-call prep 
aration makes a sure-footed salesman. 


Pre-call 


dem e. 


preparation begets confi 
It is an essential in successful 


industrial selling. ) 
“Cold Turkey” Call 


Occasionally, when we just haven't 


been able to gathes even a shred ot 
the vital 
do make a cold 
little o 
ompany's problems. ot 
kevery othe 


industrial products wall o 


need, we 
call. We 
that 


manutactur 


information we 
turkey . 


know nothing about 


ny processes 


making 


casionally 


company 


itself in) this position 
There's no getting around it: Some 


ndustrial « ills have to be made that 


wal 
such calls, we can 


nor put the prospect throug! 


Obviously, on 
1 a Cross 
examination; he just wont “stand 

itched \ question su h as ‘“What 


ire yout corrosion pr »blems ? ‘S 


likely to bring a negative answer and 
make the prospect: see red. Who are 
we to waste his time asking a lot of 
that, at this 


business? So 


questions point are 
strictly 
and this is the point to be made 
there must be a special plan for the 
cold turkey call. 
Here, again, 


none of oul 


a well-designed sell 


Ing tool can be of mmeasurable ser 

e. Ours happens to be a portfolio 
presentation. 

We do state our business: \leth 
the control of corrosion and 
contamination.” We do talk corro 
sion, coming quickly to the startl 
fact that 


about SH 


ods tor 


t costs industry, each vear 


billion. 


dramatizes this figure, points out that 


Qur_ presentation 


many of the corrosive elements are 
hidden and do not become apparent 
It tact 


raises a suspicion that some of 


| darnage has been done. 


these elements may be 
letected. in the prospect's own plant. 


present, un 


In this wav we lead in from a gen 
ip 


eral approach to a more specific 
The purpose of the discus 


proach. 
sion of corrosion aS a mayor source of 
the startling character of 
the figures that prove it, 


loss and 
iS to get the 
prospect to talk, to volunteer infor 
mation about his manufacturing pros 
esses, to tell us in detail about known 
problems, to become receptive to the 
omplete plant survey we are mort 
than willing to make without obliga 
Such surveys, however, must be 
with absolute intellectual 
the company cannot afford 
to lay itself open to a charge of dis 
torting the facts, nor of bad faith. 
It will be noted that despite the 
wide variance in 
the two examples just cited, the ap 
proach followed the same pattern: 


tion. 
conduc ted 
honestv ; 


circumstances n 


l. We established a sound reason 
at the outset, tor the prospect to give 
us his time. 


2. We crossed over immediately to 
the prospect’s side of the “gap” and 
talked his business, his problems, and 
his needs. 


3 We held out a poss ble benefit 


of real importance to his company 
through what might be accomplished 
by our study of his problems and out 


4 ! 
recommendations for their control. 


These three 


orporated n 


elements must be in 


every successful sales 
matter what is being 


When vou have de 


veloped and put into practice an ap 


approa h no 
sold or to whon . 


proach built around these three key 
ctors, you are using salesmanship. 


Until then vou are merely peddling 


The Intermediate Steps 


sales ap 


Having completed the { 


proa h, the first step, successfully, vou 


are ready to move on to the inte 
This is where judg 
ment and self-restraint are at a pre 
mium. Too many salesmen tend to 
rush this part of the sales process 


to mistake a cordial 


mediate steps. 


reception and 
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- undorestitwdt.. 


Ladies’ Home Journal—at a 35¢ newsstand price — 


averaged OVER 5.000.000 paid circulation 


for the first six issues of 1953. 


1 Up 450,000 over the first six months of “52, 
the Journal had the largest gain 
of any magazine. 
On the newsstands, 


the Journal continues to outsell 


every other magazine that carries advertising. 
v 
-oothl POweh mMaqozud 
Wowdu bekeve v 
AL —— 
Ladies’ Home 


A CURTIS PUBLICATION 


OCTOBER 1, 1953 


nitial interest for an indi 
the prospect is fully sold. 

You do not expect to plow 
row plant a seed and have a 
grow and bear fruit, all in six hours 
y ou should EXPE tf no su h mira le o! 
salesmanship. 

Prospe ts who are easy to sell are 
just as easily unsold. If vour goal 
the build ng of permanent customers 
then you must build constructivel 
step by step. 

I xperience convinces me that 
seldon wise fo attempt to combine 
Step One with any part or all of Stey 
Two ... that is, to make a recon 
mendation to a new prospective 
tomer at the time the problem data 
are obtained, even though the sales- 
man may feel certain that he kno 
the answer in that particular case. To 
do so might influence the prospect to 
think the salesman is merely handing 


out stock answers, slizhtly dressed ) 


| 
thus mak ny his sincerity highly ques 
tionable and jeopardizing everything 
he has va ned in his aretully thought 
out approa h. 
It is not flattering to a prospect 
who has been wrestling with a prob 
lem tor some time to have someone 
walk in and give him a tast solution 
apparently “off the cuff.” Nor does 
t build confidence. 
It seems better to defet step Twe 
until a formal recommendation can 
ROCHESTER, NEW YORK . $17,560,000 Men a aes 
MEMPHIS, TENNESSEE 16,887,000 by 2 technical expert. ‘That's just 

nsurance that whatever recommen 
COLUMBUS, OHIO. . 18,782,000 dation is made represents the “one 


best method’ know 1 to the selle 


FORT WORTH, TEXAS . 17,608,000 The situstion in which many 
DES MOINES, IOWA . 9,787,000 ee ee 


@ Tast answer presents it 


SALT LAKE CITY, UTAH 10,746,000 ee ee 


ny situations \Ian vement men 


PEORIA, ILLINOIS . . . 7,049,000 fehl men alike should be consei 


the dangers ¢ n ny too tast 


] 


mies te part of the sales p oced 


SAN DIEGO California... $22,885,000 vice es 


step has been con | leted 


rdusti 


Data Copyrighted 1953 Sales Management, Survey of Buying Power; 
further reproduction not licensed 
. The Close 
} ae \, J § Ri | ‘ 
| THE MOST . 
( IMPORTANT CORNER an : ego nion 7 hen do you ask ee the o der 
\ IN THE U.S.A asta oO ive a generalized = ans 
; ; ‘ 
wt 4 


} 


are satished that 
Ae prospect ts sold in his own mind 
SAN D160 AN EVENING TRIBUNE: wants to place an order. 
CALIFORNIA Most buyers do not like to be s 
REPRESENTED NATIONALLY BY THE They like to buy. When yo 
WEST-HOLLIDAY CO., INC. mulated interest with the 


proach and have carried out 

You get more for your advertising dollar with the “SATURATION”’ ntermediate steps completely 
circulation of the two great newspapers... complete, authenticated, proper sequence, your prospect 
“asked-for” coverage of over 90% of the San Diego market. want to buy. You will then have hin 


on vour side ot the “gap ind an 
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PIONEER 
Balloons 
SELL 


Groceries 


CORROSION PROBLEM ANALYSIS 


Smart Grocers ~ 
Use Balloons... 


¢ To build store traffic 
for openmes, spectal 
Promotrons 
@ To switch traffic to lighter 
shopping days 

Balloons attract Small Fry 
—their moms and pops come 
along and buy' 

e To decorate their markets 
Balloons put shoppers in a gay carefree- 
spend msg mood 


Because Balloons... 


® are inexpensive, easy to use 
© have real toy value as premiums ¢ . 
© carry your imprinted advertising (Oo: >) 
far and wide. GuisawO 
It pays you to write TODAY for PARENTS) 
samples, ideas, imprint and . 
low cost information to so Cie 
Ad Service Department, 8" Guaranteed by ® 
The PIONEER Rubber Good Housekeeping 
Company, 499 Tiffin Rd. * ws 
Willard, Obto. 


ae 
‘ 
£4 soviane 


sattoon YOUR SALES 


WITH PIONEER QUALATEX 


A FACT-GATHERING SHEET is almost indispensable to efficient industrial selling. Its 
purpose: to get at the prospect's problem, to define its nature, to reduce it to specific 

Here's the form used by Amercoat. Later pages provide for space to 

buyer's present means of corrosion protection data on The longest day 
efficiency of present methods. Final section is for Amercoat recommendation. See text 


of article for details XA } - ( hu 


ee 


facts and figures 


show facilities for application 


OMmMMon 
all the 
ynote 

|). a he sale man 


reve at 


Three word ean pack t terrific pout 
whiet onstantly repeated ob S000 0M 
chool kid And because parents can 
cs lom ignore the imple plirase my teacher 


) r 


( > 1 ' 
tremendous influence is exert 

baseball gar | ‘| 
; by t i ! - veonetit 


» bases be 


Hen un h sip al 
vacine reaches over GOOOO0 
a yoper ! i 1) 
t } ‘ , vio absorh Ty on bout yar 
eeoor pea that 


LUC AMD breprrye 


‘ 


omnes 

is yone DeToO , . ' ‘ s ! no oth racttcal way 

5 \ St ¢ Ti ales vase an . re a ' ‘ ith Fb state edites 
ales ra egy iming . ru wea i! ~ i eation ou can cover any ectior 
entire counts kor full information 
Mi (heorgia ¢ Rawson, Executive 
President, State Teachers Magazine 


| home sequen OU N Michas an Ae Chicavo |. Il 


there 


ollow taith 


CONC! 


ussion of 


* need tor , 51 
ti Ihe ; ? : ‘ ’ s | ’ ‘ 
nt in his work se (The fifth and last article in this series wil State TEAC ll E RS 


appear in tha next issue of Sales Manage 


{ee Sa 
a . “ae ve ds | ment. It will discuss Organizing for EF Magazines 


cient Industrial Selling.""—The Editors.) 


OCTOBER 


Caribbean Diary 


Dear Phil: 
W hen W alter 


\irlines whisked me out. of 
rk City’s Idlewild 
) mile trip through the 
Caribbean Islands | expected to find 


plenty run beautiful 


Sternberg s 


airport 


exoti 


aly pso 


beaches, anc native atn osphe re. 


| tound all of 


it} others whi h were eye 


things and 


those 
openers 
rhe lt | were a sales executive tor 


drug 


machinery, or any other 
1 would find—o1 
make an excuse to visit the 
tring of islands lying off Miami and 
stretching to the Venezuelan coast. 

Your 
lected market lies just off shore 

You sent me off to vet the ‘feel 
| thought that 
meant to luxuriate in the magnificent 


i tood 
K na 


rather 


Company 


hunch Was right that a neg 


ot the countries and 


hotels (many operated by Americans) 
ind loll on the white sands under the 
weaving palm trees and the tropical 
moon. (At Chica 
Republic, so help me, that is just the 


Boca Dominican 
setting.) 

Sut | ended up pounding the pave 
ment like a 


salesman making city 


alls talking 


specting their stocks 


shopkeepers 
checking pi 


pe ople buy. 


with 


ind watching how 
ther, the owners seemed to get ; 
American who looked 
i but who came in 
shop 
Lhe islands are full of contrast 
You drop down from the sky in 
omtortable (American 
driven to the hotel in 


plane are 
An erican Cals 
put up at American-type hotels, make 
your purchases (in) many places ) In 
\merican money, and get your change 


it, too. This “Little America” feel 


102 


ng, though down 


pla es in what it home 


itter povert 

Then | 
Ciudad i ‘ he the Do 
a Cadil 


lac 75 taxi equipped with two of the 


visit shops. In 


minican Republic, I rode in 

alt horns you ve eve seen 
mounted on the front fenders. The 

was blowing like mad 
and vel ve of other cars 
blowing theirs They didn’t need 
them. Why do they have them? “We 
just dike to have them,” the driver 
told me. Everyone has them and we 


then 


couldn't) rm our business without 
them. I paid $65 for mine.” 

So forget, Phil, that every sale in 
what even you may think as you ride 
through the country is an impovel 


ished country Must be ad 


Poday, by past 


want and 
not a desire. stand 
ards, the 


thriving 


Dominican Republic is a 


country with thousands of 


I uropean immigrants. 


No Horn Blowing 


In contrast, Caracas, Venezuela, is 
a dead market for horns. Reason: A 
city ordinance calls for a $/00 fine if 
are caught blowing 
any purpose ! In hustling, boom 
Caracas 


New 


main 


your horn 
iron-rich 
trathe is jammed as badly as 
York's kitth avenue, All the 
streets are being torn up and WwW idened. 


If everyone blew their 


ny oil and now 


horns in Ca 
racas you'd go out of vour mind. So 
lrivers now pound on the sides oft 
their cars to try to speed up the 
tellow ahead 

In many _ places 
American style hotels vou pass hovels 


most 


between fine 


with swarms ot people (happy 
ly barefoot, and many of the children 
ij six vears old are a la Nationa 
Geographic photographs. ) 

How, then 
tact that in ever drug Store In many 
cities you find piles of Kotex, Modess 
Tampax packages and jars of Mas 
sengill’s Powder ? 

Or, what is the explanation for the 


do vou account for the 


fact that before a housemaid in Ciu 
dad ‘Trujillo think of 


out on an errand she takes off her 


would going 
clothes, washes and irons them ? 

The people in the islands not only 
need but obviously want (American 
products which produce — personal 
cleanliness. 


If vou are the kind of an executive 


who came ip the sales route and 
hesitated to take off your coat 


you'd 


neve! 
and start to move stock around, 
be in seventh heaven in many of the 
island stores. 

You'd clean up the premises, group 
according to a mar 
take 


doot 


stocks togethe: 
keting 
the lease on the 
knock out the walls and 
superette, if not a super market. 
You probably would have the feel 
ing that the super market idea is not 
yractical and then you'd run into two 
full-fledged super markets in Port-ot 


Spain, ‘Trinidad, a British possession 


relationship, and you'd 
next 


install a 


stores 


Canning’s is two years old and 
all the regular grocery 
plus a liquor store and 
ups. Fixtures are all on the make 
shift side, but the important thing ts 


that a super market is a going 


booming Ww ith 


departments 


oncern 
United 


redit 


nan area famous tor manana 
(srocers old service and 


store h; st 


changed to 
8 arket. managers see its 
growth Tron now on. The 
several blocks from the huge tvp 


| market. 


sland-styvle general Shoppers 
ead the labels nspect the prices 
stamped on merchandise and fill the 
shopper arts (ves, they have then 
Check-out salespeople were busy 
American 
products who sell in the Caribbean 
a little lazy If seems 


labels entirely in 


manutacturers otf tood 


irea have been 
to me, | saw many 
English in Spanish-tongue islands. In 
tact, in one store, the shopkeeper 
naming 


brand 


a customer’s list 
product and the 


handed me 
both the 
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that 1953 national advertising 


schedules strongly favor the 8 
Booth Michigan Newspapers? 1953 


ff national linage in Booth Papers is 

; running 16°, over last year, top- 

/ ping the average nationwide gain 
by a substantial margin. 


Let a Booth man work with you 
on your 4th Quarter plans. Let us 


tell you of an interesting example 
of how we helped one advertiser. 


R.O.P. Color 
available in the 


Grand Rapids Press 
and the 
Saginaw News. 


+ MUSKECON 
SACINAW . 


CRAND RAPIDS 


A. H. Kuch 
110 E. 42nd Street , AALAMAZOO 


For latest New York 17, New York } 
Oxford 7-1280 
market 


folder The John E. Lutz Co 
- 435 WN. Michigan Avenue 


call eve Chicago 11, Iilinois 
Superior 7-468 


pootx /ichigan uaweranuine 


GRAND RAPIDS PRESS e FLINT JOURNAL e KALAMAZOO GAZETTE e SAGINAW NEWS 
JACKSON CITIZEN PATRIOT e MUSKEGON CHRONICLE e BAY CITY TIMES e ANN ARBOR NEWS 
OCTOBER 1, 1953 


A NEW 
SERVICE 


FOR 


SALES 
MANAGEMENT 
SUBSCRIBERS 


Rate and Facilities Information 
On Nation's Most Popular Hotels 


Why spend days or weeks to find 
hotels that might offer the facili 
ties, rates and dates you need for 
your next meeting? You can now 
check these facts with one letter 
... and fast. 

SALES MEETINGS has compiled 
complete data on more than 500 
convention hotels in the United 
States, Canada and some south of 
the border. These data include all 
the facilities for meetings, ban- 
quets, sports and entertainment 
each hotel has to offer. They in- 
clude rates for rooms, me als and 


spe ial services, 
What to Do 


Io learn with one letter what hotels 
offer the facilities and rates you 
see k, do this: 


1. Write to Readers’ Service, 
Sales Meetings, 1200 Land 
Title Bidg., Philadelphia 10, Pa. 


. Tell the area of the country 
(or Canada, West Indies, 
Mexico) in which you should 
like to meet. 

Tell size of your group and 
when you plan to meet. 

4. List meeting and exhibit facili- 
ties you require, including 

audio-visual aids and stage area. 


5. Indicate approximate rates 
you pay for rooms and banquets. 


Quick Action 


By return mail, SALES MEE1 
INGS will send a complete facili 
ties outline on each hotel in the 
irea in which you are interested, 
Outlines will cover only those 
hotels that have the facilities you 


seek 


This Hotel Facilities 
ServicelsFreeTo 


Subscribers of 
SALES MANAGEMENT 


To plan your meeting sites 
with greater care and 
faster... check with... 


READERS’ SERVICE DEPARTMENT 


SALES MEETINGS 


1200 Land Title Bidg., 
Philadelphia 10, Pa. 


a 


ee 


/ 
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\merican and indicated that | 
might help him find the stock. [ don’t 
think that Ame 
SS | ed to vet that orde) 

lhe trp Wasnt all work. T wen 

» the opening day races at Arima in 

inidad, sat in the Governor's box 

private pari-n utuel window 
) ked two winners. I also had 

fill of Coca-Cola, which is ever 
where. When | wanted twice the vol 
ime, there was always” Pepsi-Cola 

Pepsi-Cola apparently is the only 
outside sott drink on the island of 
Martinique. Goes very well, too, with 
Rhum Martinique 

I also lost my buttons in ‘Trinidad 
I sent a suit to the cleaners (excellent 
job but tor some reason | 

learn they cut off every 

Fortunately, they left the Zipper. 

It is easy leave home and 
it when vo put up at most 
hotels on the island cireuit. Fron 
Jaraqua n | iudad | rujillo the Ha 
naca in Boea Chica (both in Domini 
in Republic), The Virgin Isle on St 
Phon is the Bel An n Po t-ol-Spail 
(Trinidad the Avila in) Caracas 

iela \lontego Bea h Hotel 
you are as comfortable as 
the United States (o 
n the U.S.-owned 
slike a dream world 
chase products with 
ou \ . Canadian Club is 
$20 a fitth ($6.17 in New York 
Black & White Scotch $2.25 (vs. 
46.09 Courvoisier brandy $2.75 
9 Naturally | bought a 


mun unount an 


back to the 


nited States duty tree. Funny island 
sight: Ameri gal 
lon of liquor and wearing 
} 


shape d straw hats 


ins each lugging a 


those odd 


It was hot as vou know what the 


lay we landed in Haiti but the heat 
only added to the aron a ot Port-au 
ma ket. Lhe 


Prince S h r¢ enclosed 


word huckster s undeniab ipt 
when applied to the swarms ot peopl 


sleeves the momet 


who t iy at voul t 


ou get out ol cab anywhere. [1 
minutes vou ll be oftered mor 
issorted deals than \ 1 co ild poss b] 
vandle in two days. Evervbod | 
something, even 
lege of t iking thei 
hospi al 
Coke’ 
ind 
‘Scotch and soda, too \ll on ¢] 


t 


Vou sta longer ind vb 


gee-jaws voud neve thin 
pu hasing at home. 
Qn Saturday night ou 
thro iwh the hills and hear the 


like it savs in the 


I suspect that sales chiets who give 
vel as prizes in their consumer o1 
trade contest will soon discove the 
appeal of the Caribbean Islands and 
Central America. 
Our retail salespeople could lea 
i great deal about salesmanship trot 
the yvoung and old people who cluster 
outside hotel driveways and a 
airports. They have native prod KK 
to sell. They “heat up” on their me 
chandise. They extol the user-benetits 
answer questions about how the 
ire made, and atter vo ¢ 
thev use the user. “You make 
isement r me inside among 
vour. trends? young tellow 1) 


\lontego Bay asked atte 


| had bought two native vo-vo's to 


Jan aleca, 


the uftrageous price of Wh each. Ot 


ourse | did heca Ise | enjoved his 


| ofessional salesn iship. 


should 
i dignit 
not, at first 
Venez iela, the hack driver asked 
five bolivars tor a ti had bee 
was worth only three bol 
We ‘ ried I a 


tour boliva 


understand. 


ouple a? 


but he spotted the quarter and _ toss 
it back with “Yankee money, no like 
Would a New York hackie take a 


bolivar, either? Ot course not! 


John Caldwell 
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K. FOR YOUR CHRISTMAS BUSINESS GIFTS 


Luxurious A°S-R Ascot Lighters 
@ BUDGET PRICES 


Ascot again leads ‘the field in the precision design and styling of pocket and table lighters. 
Unmistakably, Ascot is the ‘‘World’s Most Beautiful Lighter’’ for Christmas remembrance. A 
gift to be treasured . . . one that will last a lifetime. All Ascot Lighters are handsomely 
gift packaged. 


‘ 


As in lighter here 


THE CIGARETTE BOX LIGHTER... DEMI-TASSE LIGHTER... graceful com 


with the lighter in the lid! Such a welcome 
gift! Such an unusual gift! So new, so smart, 
so useful! Imagine —a famous Ascot preci- 
sion lighter is built right into the lid of a beau- 
tiful ivory China cigarette box! Ideal for any 
room, any setting, any hostess. $9.95* 


#505 WIND-PROOF #440 BRUSH CHROME 
Bright, chrome finish. 14,000 Soft satin chromium finish 
lights with Ascot’s famous Handsomely designed - 
year-long’ flint. A real wind- beautiful gift $5.50* 


proof lighter $5.50* 


All lighters can we personalized; with machine en 


graving, corporate insignia or engraved trade-mark 


*Mfr. Tax Incl. 


panion piece “that goes with” any style of flat 
or hollow ware. Adds the finishing touch to the 
after-dinner ritual of coffee and cigarettes. 
In tarnish-resistant rhodium finish $1 2.50* 


Also available in presentation box with three 


matching ash trays at $14.95* 


Lighter Div., A*S*R Corp. 
315 Jay Street, Brooklyn 1, N. Y. 


Am interested in approximately _____ lighters 


Please send me your new 4-page, full color Ascot Gift Lighter 


Catalog and prices 


Quantity discounts available! 


Company 


y may I suggest 


you give 


1. W. pane | 


f 


: fl ! ‘ 
‘ 1 
| | : & e 


‘Dotlled in ‘Bond Boob jig & 


SS" 
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‘ 
SAR 


\ 
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“We cerounded our high training costs” 


MecDONNELE AIRCRAFT CORPORATION 


| P| 
“We cut costs of training oun 
aircraft workers with low 
cost sound movies we make 


ourselves using the wonder- 


ful Bell & Howell 202. 
KENNETH E. DEMOTT 


Training Supersisor 
McDonnell Aireratt Corporation 


St. Louis, Missouri 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add sound to your 
movies easily, inexpensively 
Add sound to old silent films 
change sound to fit specific 
needs. Runs optical and mag 
netic sound movies. From $699 


‘ Filmosound 285 shows optical 
ip sound or silent films. Brilliant 
pictures, full, natural sound at 
all volume levels. From $449.95 


“ 


They learn faster, remember longer oe 
\W ith Sou na Movies! Bell & Howell Can Help You! 


| 
v 


| Aircraft made their own low-c: 


Bell & Howell Companys 
7190 MeCormick Road 


Chieago 15. HMlineis 


to train sheet metal assemblers 
ft plant. The movie was made 
| ound 202 record 
abled them to add 


ti ited 6000 


“ Bell éHowell 


1d me. without cost or 
n. complete information 
movie equipment 


School 


makers of the world s fittest 


Motion plelure ¢ {up nl 


How Metalacing’s Inventor 
Bridged the Gap with Marketing 


lvan Williams recognized an industrial need and devel- 
oped a product to fill it. But he was stuck at dead center 
until he teamed up with an invention marketing group. 


Based on an interview with 


ERNEST L. CROCKATT © President 
Crockatt Engineering Co. 


Lhere is a S200.000 oul 


he s iccesstul de velopn ent ¢ nou binations ot such 
ial invention and. it 1 ; buttoning” operatior ccomplished 
exploitation. An executin ! with a patented pu nd vieldable 
il Nlotors once estimated ut hie, now made in a 
be the averag l ! 1 iWion tl will fasten sheet 


elope d and 


( v i \ simply 
does he ny > W Iliams ~ neh 


between Ame ican industry has approxin itel) 


7 O.O00 such presses, many ot which 


ito! will be p s tor Williams’ inven 
DrOCeSSeS tie he Metalace pun hes 


assure his bra child the ind dies—t * are now 22 sizes of 
‘Ss promotion know-how ; 
Will is mechani il ‘l 

and owner ot a design mam 

gy firm in Portland, Ore 
ce similar problems when he Ons 

ented NMetalacing, a1 process to ‘buttoning 

sion chassis uston 


\letala aa machines 


| CeTISCeS are p epared 


joining two pieces me “ thout 


inv othe element. He took a Mayor 
towa d rie sol ition ! he 
listribute these machines 


ia 1 maste licensing agreement 


with the Crockatt Engin ring Co 


t 


Francisco patent development 


First Customers? 


+ » 
i¢ 


marketing Organization 11) 


imn ot 1952 


Nish nt ler 
bsequel cClop 
ments make a ipid fire story otf mat 
ket exploration testing licensing 
tion nfternational 
well-worked-out , 
ain and bod 


KHOW! 
Working iWdust and it 


ERE Get ERR ee ae Mee 
prene : ighou iste =e s the kind 


, process that 
world 


} 
awh new users as processors realize 
What is Metalacing? | he nvel bat ‘ apable ot sol ny problen ‘ 
s( hes \\ lliams \letal ; i i tormerl onside ed foo omples ol 

ypensive to ta kle profitabl \lore 
han 90 different industrial applica 


ndicated b the in 


potent al 


t be t anslated nto s iles 


problem,” says Crockatt 


ventor’s sales 


he prin pals n the marke 
firm, in addition to its president 
has watched the Metalacing dev 
ment since its inception, are Douglas 
Ames Wheelock \larket Develop 
ment Manager, and J Fred 
Jones chiet engineer, q hese 
together with their publ ‘ 
counsel John W. Fearn Ass 
worked out the program for i 
ny the revolut onary invention 
s how NMetala ne was 
the market 


"Who — Where — Are Our Pros- 
pects?" Kirst step was a spot s e\ 
on the Pacific Coast dete 
in tial markets and potent il 
Was conducted prio fo an | 
ibout the process or announces 
the invention Convinced 
would fill a real need 


st ived i demonstration in 
isco in whi h the NMetala 
made its world debut 

i editors, | 


ISINeSs 


inder wa\ 
signed up 

The début took place at the QOvftis 
Sheet Metal Works, with Crockatt’s 
engineer in charge \tter the prin 
ple had been explained, Jones dem 
onstrated: (1 ease of convert bility 
to Metalacing duty of any punch 
press by nserting the Williams 
punches and dies; (2) the speed ot 


the process by fastening ogethe a 


variety of metals; (3) the strength 

and holding qual ties oft the AUT talace 

fastening. (He dramatized the last 
nt by plac ny Nletalaced 

a vise, then bending then 


parent netal not the Metala 


ening——broke 

An interest It 

ised in Selling, grew out o 
onstration. Eric Skovgaard 


ot the ( )tis works HmMpressed 


show asked » borrow the \\ 


and 


nvol ed 


tinuous steel hinge to |2-ga 


rolled steel plate. The job would 


nally consume 16 hour 


experiment hye eported 


} 
+ 


were if on i¢ hop 


For Your Business 
CAnistrmas Giving 


RARE AGED (‘I | AN IN 
| 48ah db 


COUNTRY 
cheeses in all the world 


The 

Little Switz 
he duti 
wrapped 
mailed direct to your gift list. Prices 
include shipping costs and delivery 
guaranteed in U.S. No shipment 
S. except A.P.O.-F.P.O 


. foxes ees 
June-cured its 
Swiss 
shelf 
Americ ar 
Port Salu 
Gouda 

4U —Red Boxr—4 ibs del 


—~ large Red Box 5) Ibs. del 


finest 
right from America 
erland: All chose 


fully packaged and gift 


center uf 


outside | 


5.65 
$7.65 


Pack 
Pock 5U 


Yue Boxes 


Three des 
Crlar and = Rexol: 


CCSES amy 


Salut 
Pock JU 
Pack 2U 


Alps Blue Box—3'/; ibs. del 


Alps Blue Box—5 Ibs. del 


$5.75 
$7.95 


send for FREE Booklet 


in full color 
Gifts of Perfect Taste’ 


~The Swiss Colony 


21 CHEESE ROW @ MONROE, WISCONSIN 


SRLORLTRLT RL, 


4 A> Ay A a A A a hy A a 


The Gift They Won't Forget 
firms 


Many and 
preparing thei 


individuals are already 
1953 Christmas list. Whi 
net get this off your mind and avoid the 
usual holiday rush. The perfeet answer 
isa gift of famous HESPERIAN APPLES 
from the Shores of Glorious Lake Chelan 
where the world’s finest apples are grown 
We ean also supply celebrated Roy Al 
HESPERIAN COMICKE PEARS. Write 
for price list and full-color brochure 
Myron Foster's Hesperian Orchards, Ine., 
Wenatchee, Wash 


lacing process—saved by the elimina 
tion of the tedious punching, matched 
drilling, alignment and 
and, finally 

‘| he tacts brought out 
tial 


realignn ent 
riveting. 

n this in 
demonstration were later used in 


selling the process to industt 


‘I he SUCCESS O the 


al pros 
pects. method, it 
Was explained stems from three sepa 
h take pla e dur 
mpact of the punch on the 

and the patented die. First 
shearing action of the punch and die 
a parallel double ing 


the two sheets of metal being fasten 


pad 


rate operations wh 
ing the 
metal 
creates ision n 
ed. Metal between these incisions is 
rammed downward, against the anvil 
of the 
tween the die’s movable jaws. 
Crockatt’s 
» of the impact spreads the 
making it 
form a permanent tastening wedge oO 
button the surface of the bot 
sheet. Thus the parent metal it 


not anv additional element such 


die beneath the sheets and be 
There 
engineer pointed out 
force 
pressed metal sideways, 
inder 
ton 
self 
as a rivet, bolt or staple—supplies the 
fastening. 

It was emphas zed—as the watch 
handed samples of Meta 
metals to nspect that the re 
\Metalace s re tangular n 
that unlike a 

Another ad 
the 


same 


ers were 
laced 
Ss ilting 
which 
will 


outline, 
rivet it 
vantage was 
\etalace 

make Ip as 


means 


not pivot. 


brou ht out: Since 


’ 


fastening has the 


the parent metal, it is 


easily sawed oT reworked, 


Finding Prospects with Problems 
for Metalace: The demonstration and 
resultant metal 
working firms Ww th problen ‘ wh h 


NMetala ny might 


began t 


publicity turned up 


solve. Ing LTries 
| xtend ng the 
relat ons 

Crock 


ter hni al news 


publ ( 


range otf its ame 
counsellor Fearn prepared tol 


att technical and sen 
material ibout the process and placed 
t in newspapers ind 
the U.S Along with it 
went photographs show ny the Wil 
Nletalace tools in action 
the “bu metal 


san ples of two metal fast 


MagzaAZINes 


throughout 


liams and 


views of ttoned — ind 


preces ot 


ened in this manne 


An in pressive 1.072 inches of ed 


this phase 


torial space resulted tron 


of the program which had two objec 


One was to publicize the in 


tives: 
vention, the other was to promote 1 
rom potent al users. 
In four months 
Crockatt 


and 


had receive nquiries, 
are coming at the rate of 
‘They came 38 of the 
from Canada, the United 


Is: iel, Aust Italy, 


Inqu ries this na 


more 
a day. trom 
48 states, 
Kingdom, 
Argentina. 
tion represented the 
ot the U.S. 


live 


ralia, 
trom 
greater portion 


metal working industry 


Say (Yplsltiies 


THE 


HEESE BOX 


WAY 


gut} 


THE 
LETTER TRAY 


a practical gift in a_ practical 


frame with 


he | Ee 


DELIVERIES GUARANTEED 


THE New Look 


3" Ibs. of 10 varieties 
of Wisconsin's Finest 
NATURAL CHEESE 
Packed in Wooden 
Cheese Box 


POSTPAID $595 


IN U.S.A 


letter trav. wooden 
leatherette covering. 


Vo. 27 delivered in U. 


BOK 


BOXES DESIGNED AND PACKED BY 


THE CHEESE BOX 


BOX 527, LAKE GENEVA, WISCONSIN 


SEND FOR BROCHURE OF COMPLETE LINE 
Other Excellent Selections $2.50 up 


Perfect 
Gift for 
Every 

Executive 


Fancy Smoked 
TURKEYS 


Give a gift of distinctton—one that 
will truly flatter the recipient. Premium 
quality birds (Ul. S. Grade A table- 
ready), carefully dressed, then smoked 
with a rare, delicious flavor, are gifts 
of thoughtfulness for every holiday. 

Each plump, broad-breasted turkey 
(goose or capon) is slowly processed 
under exacting controls to insure juicy 
perfecuon of flavor. No cooking neces- 
sary. Each bird shipped in re-usable 
polyethylene bag, dry-iced to insure 
arrival in frozen condition 

Attrractively gift-wrapped, gift card 
enclosed. Shipped prepaid anywhere 
in the U. S. Send us your gift list, we 
will ship direct. Arrival in perfect con- 
dition guaranteed anywhere within 
Railway Express delivery limits 


Fb Ab Sh SE Sh hh Te 


Sh Seb Sh Fh Th Fk Sk 


CUSTOM FOOD PRODUCTS, INC. 
701 N. WESTERN AVE., CHICAGO 12, 
We will need 


Smoked 


eo ov. wt 


whole turkeys of Ibs 
9-15 Ibs. Price $1.75 It 
Smoked whole geese of Ibs 
ea, av. wt. 67 Ibs Price $1.85 ib 
Smoked whole capons of Ibs 
eco, av. wt 4° Ibs. Price $1.75 tb 
Your Name 
Nome of Firm 
Address 


SALES MANAGEMENT 


11 lud ng 


g 
the 


How to Choose Licensees: \Vlanu 


the 


The average member of ‘The Representatives” 
facturers were sought to make 


} 


has been selling electronic products and com- 
punch and die sets and the machines. 


Penents to jobbers and manufacturers for 
10.15* years. He is a member of the asso- 
ciation férmed %@ promote better internal 
relations if the industry between the manvu- 
facturer @nd his customers and through the 
years has bent all efferts to maintaining this 
spirit of sincere cooperation, and a high code 
of ethical selling. Since the early beginnings 
of the electronics industry, ‘The Representa- 
tives,’ by building up chamnels of distribution 
have been a large facter in the growth of 
the industry. Each member of ‘The Represent- 
atives’ has been approved by a jury of his 
peers as a salesman dedi¢tated to upholding 
both the standards and the expansion of your 
market. 


“We knew what we wanted done,’ 
Crockatt explains, “We looked to 
manufacturers already making qual 
ty precision tools for industry, who 
had the reputation, the istribution 
the selling staff and know rome to do 
the 1 ght iob for Metala ng.” 

Rotex Punch Co., Inc., San Lean 
jro, Cal., was the first manutacturer 

ensed. ‘This firm was considered 
“ideally suited” to produce and dis 
tribute the tools. It has 150 distribu 
tors located throughout the U.S. and 
Canada, is known for its fine tool 
‘ 


position Oo 


work out with Crockatt Engineer 


making, and was in a 


*25% of all members of “The Represent- 
atives™ have been selling ia the industry for 
over 20 years. 


ing s guidance the type ol sel] ng pro 
gram wanted. By June | of this vear 
Rotex was n full production of 
Metalace pun hes and dies. Call om The Representatives fer assistance in 
About the same me, Willian activating your sales program, 
Crockatt & Sons, A Gslasgow, 
Scotland, was licensed to produce the 
tools for the British Commonwealth 
of Nations (excluding Canada) and 


the Continent National Headquarters Office 


“THE REPRESENTATIVES” 


of Blectronic Products Manuf@éturers, Inc 
600 5S. Michigan Avenue, Chig@go 5, Illinois 
HAgrison 7-2402 


Basis for Licensing 


se ; To show your company’s ap- 
operation 


preciation of a lasting business 
connection, or perhaps to a 
call senior associate from his staff, 
prteneion method or any occasion of Christmas 
ae ; giving that indicates something 
——— bates of value, something in the 

keepsake class. 
reason is ob ; ockatt The Chelsea CLAREMONT is 
points out ‘We and e inventor the pride of Chelsea’s veteran 
seta ta denansitie Gieaak Teiliasittdie, anemia : ‘ J . : 7 craftsmen. The clock has an 
Rl ee ae a. 7 Te eight-day jeweled lever move- 
EUS NERS I ENoen sas , eae ment that strikes the regulation 
provements upon or d pI : ' , Vi ship's bells on the hour and 
ethod. (7 half hour. The holosteric 
respective roles of Crockat P barometer is the finest and in- 
‘ae and of the Licensed m: — . cludes a Fahrenheit thermom- 
ing learly def oe al J . eter. The CLAREMONT is finished 
rs were Clearly denned at tne in a combination of Statuary 
Bronze and polished yellow 


ay 


Start Crockatt’s responsib lity j 
develop the market; that of the man o, y) brass. The solid cast bronze 
ufacturers is to sell. What it amounts CLOCK base is ideally suited for any 
to. explains Market Development Y 7, 7, MU hand engraved inscription. This 
ee sie ; € COMPANY is the gift of a lifetime to last 
Manage I \W heelo K s a oopera , — a lifetime 
tive marketing and promotion pro- } cz ee \va Retail Selling Price $280.—tax 
gran Phe manner in which the 500 —£ > ae 1 included. 
re | led ‘s the lak wef 7 | For information regarding the 
Inquiries were handle: tee a ray, any i a pB} / entire Chelsea line, write for our 
approach, tes - |” free illustrated catalog and price 
Crockatt avoided complicated ex THE F Anisfocear o OF TIME list. 
position and kept his resentation 
method as ee "Meta acing 


process Work ny with Rot CX EXEC 


OCTOBER | 1953 


Sample No. E-56 
Size closed 
3° x 4%” 


the Holiday Searou.... 


but all through the year, give memo books to 


your customers—distribute them at meetings, 


conventions and your trade shows. Have your 


salesmen give them out on their calls or insert 


them with your mail. 


With your ad gold-stamped on the front cover 


and additional advertising copy printed on the 


inside of the cover, these memo books put your 


name right in the hands of the people you want 


to remember you. 


Available in various colors and grains of gen- 


vine and imitation leather. Tell us how many 


you can use and we'll send a sample and give 


you full cost information by return mail. 


ADVERTISING CORPORATION OF AMERICA 
TWO PARK AVENUE ¢ NEW YORK 16 


e Easthampton, Massachusetts 


Factory 


pipe italog was 


iphs oni thre Outside ina 


( ito 
oped Photog: 
wide tront pages showed a cross-se 
tion of Metalace and the tools which 
}) oduce it. Four 
ribed t 


short )) iragraphs de 


Nletal 


the 


Lhe racing paye gave i 
Cjauge Chart” 


Mletalace punch and die set appro 


used tor selecting 


priate to the vate and mater il. ‘| he 
back page pictured and described the 
\letalacer machine. An accompany 
ny sheet, purer hed tor loose leat bind 
ers listed = the sets ivailable and 
prices. Rotex and Crockatt shared 
ost 

Nlost ot the firn 
ated interest n Netala ne had 
problem. Crockatt addressed a ye 


which had ind 


sonal letter to each ftirn 
italog ind price sheet 
and sample of Metalaced metals. It 
a problem if 


letter went 


the inquirer described 
was referred to thre companys engi 


neering department kon 


prerene hes and dies, which many ot the 


letters asked tor, and tor all tollow 
ip, iquirers were reterred to mi 


racturers VW Uls I 
\t that pont the man 


nau 


» 
scent to Rote . 


cfture took over and deve loped the 


With the 


sample 


ilong the lines laid down in 
COOP ativel) worked-out pro 
rel ruled on leads 


best able to contact 


No Training Problem 


l tle sales training of d stributo: 
sales staffs was required because ot 
the s mpl city of the invention and the 
clat ty oft sales literature. Nlost ot 
these men are engineers o1 have me 
chanical training, ‘| hey qui kly Was 
tered the 
strength 


selling points speed 
(‘‘Nletalacing is 


the most economical method tor tast 


and the 


COCOONS 


ening metals vet devised.” ) 
demonstration techn que, 

The Metalacing tools are not 
bulky. A salesman can carry a set in 
his pocket, produce it at the strategic 
moment with the suggestion: “Let's 
put this into one of your presses and 
fasten someth ny together.” That Was 
the way salesmen learned to handle 
leads. Where the prospect has a 
specific problem which requires eng 
gathered 


neering ad\ ce details are 


by the salesman t thev are 

the hands of the manufacturer on 
Crockatt’s ny ‘ering department 
solutions are worked out jointly ind 
then are discussed with the prospect. 
Subseq lent presentations justity 
pend tures tot tools ol spe 
developed Williams Metalace: 
chines by spelling out Tor the 

pect the man-hours 

the money he will save. 

Case histories which illustrate these 
selling points are used in contacting 
They have been presented 
sheets p ib 
\s the s ope 
selec ted ase 
histories will be presented in bulletins 


ol bro hures 


Wheelock explains: “We are gath 


those using the 


prospec ts. 
mainly 1 letters teal 
in nterviews., 


the work enlarges 


data tron 
vention showing the applications, es 
periences of users, labor savi 
tected, cost reduction on 
ind similar information. 
orm these h stories W I] 
ava lable to li Chisees 
‘ir distributors.” 
aterial w I] be incl ided. 
One of the points stressed i 
the tact that all other ex 


SALES MANAGEMENT 


Nh selling | ad ul ran in suitable publications 
r the aids we prov de.’ liries received as a result ot 
Iwo such aids not vet I Inte tol atter which appears 


, } , 1 
demonstrate | il ire trade shows at ay t ny ications th ougho it the \ have 


buttoned Vhen Rotex bec me; ( yrovided nm accurate vil 4 the 
} 
f 


nds of 


1eS¢ Crockatt, togethe mat ype lvertising which pu 
. facture irranged 1 pa ation in Results? In a tew months, world 
h_ tasks the Western Metal tion held distribution has been obtained Nore 


eh 
h 


sxroblems Vea Wn Los ru lemon than 10 percent of contacts Nave 


ition booth was set ip tal placed orders tor one or more 


vide the licensed manu samples were mad nd distributed 1 die sets. Although first 
tacturers and their di itors with with literature t I al vduisti re not sh pped until June sat 
ts about 1OW letala ng can solve 1 This event ad i 1 Ise! ri eordet ne 
1 


> j 


Crockatt 


\ample manutac dred inquiries ‘uture prospects 
| similar show was staged at ) » asking Edison, when hi 


lve 
by Pp 


‘rts, etc., now has to make ] I iest and with the cooperation brought out his light bulbs, how ey 

lacing rivets ; very othe » Aluminum Development Associa tensively he thought they might sell 
\ large icturer can tor reat I n, : ts process he POss bilities for Metalacing 

how a Williams Metalacer é mini i difheult believes, are “unlimited” and to 


Il rapidly pay tor itself ins fasten. ) erate the special applications 


mar ; 
nan 


othe t metal Tastenin a\ ultin itely be developed 
Our intention savs Crockatt, ‘ sound ‘‘tantastic.”’ 


Advertising Next? He 


yap between inventot contents himself with pointing 
irer: and ‘ ‘ ‘ to the tact that, of America’s S10 
Adve tising has not vet been inder billion ol ndustrial production s+, 
taken. When it is n the near tuture billion 5 in metal working Lhe 

that there ts Crockatt indicates that there will be 70,000) punch presses ino the 
ie sales policies be two kinds. Licensed manutactu i oall use Williams Metalace 


rt li ensees, S ch as Roteyx wh h makes ad punches id Lies Soon Nlet tlace 


} 
| 


) 1 ‘ VV I] dad hines | supplement these te 


ction with the \leta 


Ste 


THE “IDEAL” cirt.. 


THAT SAYS NICE THINGS ABOUT YOU 


FANCY DESK HUMIDOR 
SOLID WALNUT 
PERSONALIZED WITH SILVER CHROME INITIALS 
PLUS 
50 CLEAR HAVANA, MADE-IN-BOND IDEALS ... 
(described below) 


De ghtfu ly mild and fragrant Extremely popular with our 
customers throughout the United States 


10°o DISCOUNT ON ORDERS FOR 10 OR MORE 


We ship on OPEN ACCOUNT postage prepaid. Just order 


n your Company stationary and list initials for each Humidor 


t 
@ FULL SIZE 4% INCHES 


IDEAL LONDRES-PERFECTOS SHAPE 
MADE-IN-BOND WITH PUNCTURED END 


READY TO SMOKE 


TAMPA-HAVANA COMPANY Referens 


EXCHANC. 
TAMPA HAVANA COMPANY BUILDING cneuaee aaa 


DRAWER 2722-A ° TAMPA 1, FLORIDA OF TAMPA 
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Why 9 Out of 10 Distributors 
Stick and Succeed for Paymaster 


They have strong money incentive. They're trained in good 
work habits from the beginning, get periodic refresher 
training. And they are offered the kind of friendly, personal 
help from the entire home office that builds high morale. 


Vv. J. WALTERS 
Vice-President in Charge of Sales 
The Paymaster Corp. 


You hear it every day 
You inf really 


of independent distributor-representa 


ontrol i group 
tive 
You can’t avoid a high rate of 
rnover.” 

\lavbe neither statement Ss quite 


if NMavbe you 


rol the men ind 


can do both con 
avoid CXCESSIVE 
urnovel if you have the proper 
mavemetl 
C)rve on 

“) nd has some tacts to prove 


The Paymaste Corp Chicago 
Distributor Sales Policy 


This manutacturer of checkwriting 
nachines has never aintained 
ectly-controlled sales force n 
33-year history, yet it is today one of 
he bigger factors in the check pro 
cting apparatus industry. The firm 
is yrown solely through the use of 
ndependent distributors who buy 
Paymaste machines outright from 

we Tactory They sell at prices set 
by the tactory, but they arrange their 
own trade-in’ allowances when the 
trade-in problen presents itself. Some 
of the distributors are big enough to 
employ their own sales ree Vol 

ime has tripled in 15 

We're sold) on method of 
marketing out product,’ savs V. J 


\\ ilters. \ 


sales 


ce-pres dent in charge of 


By dealing through independent 
distributor-salesmen, Paymaster has 
eliminated much expensive othce de 
tail, has avoided the need for h gh 
salaried sales supervision at home and 

Because this is true, 
is able to offer its 500 
distributors a high 


in territories, 
the company 


margin of profit. 


110 


Actually,” says Walters, ‘‘distribu 
tors make more pront on each ma 
hine than does the con pany.” 

Paymaster has an unorthodox 
method of select ny its disti butors. 

Previous sales experience Ss not 
essential. Members of the sales force 
come from all walks of life, and many 
have been chose n by Walters himself. 
At one time he hired a waiter who 
served him in a Detroit restaurant: 
today the ex-waite s one ot the 
pany's most suc | 
Another time he 1 
man he met on ; rai und 


Paul. 


men in the Strangest 


“From time 


Savs but it’s an a 
90% of our ‘outside’ men 
us.” 
Although Paymaster men are not 
closely supery sed, there exists inoun 
usual esprit de corps, credited largely 
to the company s interest in the men’s 
welfare 

The market ? Any bus ness, large 
or small 


On a Personal Basis 


Krom the pres dent, 1. B. Hirsch 
berg, Jr., on down, company execu 
tives strive to know each distributor 
his family and his problems. On the 
other hand, the men in the field are 
free to make suggestions, criticize o1 
ask for company help. 

Each new distributor undergoes a 
ourse in either 
the Chicago ofhce or the factory 
branch office in New York, Kansas 
City, Los Angeles or San Francisco. 


He gets: 


short sales train ny 


This 


1. Visual classroom training: 


grounds him in eftective sales ap 


proaches, provides answers to obje 
tions. He learns the general phrase 
ology of the business, studies compet 


tive mach nes, 


2. Field training: The new distrib 
itor makes calls with the field mana 
ye! intil he Is considered ready to 


go it alone. 


3. Follow-up training: The field 
manager trom the factory branch 
office revisits the new distributor pe 
riodically to review the classroom 
training <¢ Accompany him on his 


alls. 


4. Training and help by mail: Pay 


master supplies sales helps to dis 


tributors which include prospect tips 
hints, printed materials to leave with 


prospects, incentive bonus offers, ete. 


How to Dress 


Betore they go on the road, men 
who are about to sell Paymasters are 
schooled in certain aspects of protocol 

Flashy dressers are told to dress 


well but All are told 


to be pol te and ~ ‘Sir’ 


consery 
frequent 
They are ad 


sed to ivold swearing: It never 


lv: prospe ts love 7. 


helps it does not brand you as a 
regular guy’ and 9067 of the time it 
does harm!” Men are warned against 
making fantastic claims 


ments: “Give vou prospect credit 
tor hav ng at least ordinary common 
sense, 

Paymaster salesmen protec 
tion” in the field. “They have devel 
oped a sales talk which is based on 
the avoidance-of-loss benefit to the 
prospect. ‘They point out that almost 
anyone can “lose his best shirt,” if 
he doesn't take Steps to protect hin 
self against people who may tamper 
with his checks. 

Salesmen are armed with case his 
tories of check losses through altera 
tions and forgeries, plus placards 
from the Post Ofhce Department 
Department of Commerce, and sam 
ple pages of legal decisions wherein 
the check-signer himself was held lia 
ble for the legitimate check he had 
which was later altered to 
raise the sum. They also display a 


chart, published by the National Re 


tail Men’s Association, which shows 


ssued, 


SALES MANAGEMENT 


that the past veal ck f chiefly because of the 1 
losses amounted to more th: S690 tor torgery. “Te | should use a gun 


to steal money and yet caught,’ the 


ight sentence 
] 

millior ipproximately $44 million 

more than the combined fire losses of Paymaster salesman says, “I'd get up 

the U.S 


How It Started to 20 vears for using a weapon. If I 


should pet ca ight stealing money W th 


and Canada tor the same 


n I'd get one to three vears, W ith 
ibou The Paymaster Corporation was " good possib lity I be ne out ‘ai 
in offers : “TV . ne founded in 1920 as the Checkometer eight months. \iter all he the 
' Soles Ce endee Ge Gein of satest and easiest way to steal money 
problems he might have. T. B. Hirschberg, Sr. (now board He winds up with, “The least we 


I xperience has pro, ed ‘ ne chairman). Later, Hirschberg bought can do when we make a call Ss to 


salesman meets with less sales resist show vou a few th nys to watch out 
and 


‘ 
Dusinessman with 


the patents from the inventor 
later calls as a result of at his ats Ca teenie tor and to make a tew suggestions. 
genuine helpt ilness den on 
ted on his initial all. 


‘When vou sign checks,” the sales- 


partners manu 


It we do nothing more than that, our 


facturing the machines, and engaged 
a Chicago manufacturer to improve orporation feels our time is) well 

re and make the Checkometer A 
advises, ‘“‘try to write your signa Paymaster distributor-salesmen ad 
as nearly alike as possible each The first “Paymaster checkwriter here to the slogan, “Service Sells.” 


spent.’ 


When signing papers othe1 was developed in 1932, and was Service to old customers is an impor 
thar he¢ ks ( letters orde rs, celpt marketed under the companys new tant part of the r Se ll ny day. \W hile 
contracts, hotel ledgers, etc. use name, “American Checkwriter Com t isn’t always possible to re-sell a 
difterent signature from the one on pany. Eight years later, the company Paymaster user, they trv to plant in 
ks. Use two initials and opened its own factory on Chicago's the customer's mind the firm cony 
name on hecks ! near West Side and became incor tion that he is in the hands of a con 
you first name, middle porated under its present name ern that has only his best interests 


last name at other t me at heart. “The next-best th ng to an 
on which you want Paymaster checkwriting-protecting actual sale,’ they say. 
rsonal ‘| he ise of TWO signa eee are marketed in oe state : Sales and servi as Wealte rs SAVS, 
vents having vour banking and in many foreign countries are the twin essentials of every su 
cesstul business ; t's a hard to-beat 
combination. ... Never, never leave 


a disgruntled user behind vou. Give 


him all the vid and service you Can. 


what every Business Man 
will want 


Naseon 


MONTH: AT-A-GLAL 


Provides at-a-glance record of full month’s | continue to appreciate your good taste and 
engagements, special meetings, business thoughtfulness throughout the year. 
trips, etc., for immediate action, or reminder Wire-O bound to assure flat opening and 
of important follow-ups. Six months calen- convenient writing surface. Available in 
dar always in view. Ample supply of per- covers of handsome simulated leather, or 
forated memo pages. Completely new! fine genuine leather. Now is the time to think 
Any business executive will find the about your most discriminating Customers. 
; Month-At-A-Glance indispe nsable and wall Send for catalog with quantity prices. 
VE 
te ti et ei ae - — 
nei 
/ wa ie iy “7 hi £0 
ERTISING SPECIALTY DIVISION NASCON PRODUCTS dascon 
Ci amie acditite, <uadiet aia ates AT-A’GLANCE- 
J | FTS gi i Products 
° NEW YORK 17 N — 
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nportant Cs ar veri cy the \ 
the more sales. Don | > ‘ han look to ponu 
elsewhere passing His 
e were also 10) tol 
men who sold the 
e basis rather 
handles all eer 
) ‘ld ‘| he { 
omplaint that isnt pe sonall 
to by “MoOMeotie pei ral sale 


Robert bk. Lewis, sales man - ee . 
s. Rubin, or myself Wal ’ ndependent sales tore 


In ome wa the Nh out men ontinuall 


: ] | 
' < . t Di ess slacks of 
made to teel that he is one “\ . heir own weekly sales alesmen ; | busines 


I No on pla nt how I . be carta able weather the 
ll . oerate d srega ded J ra) igh spots. Q)t this he KNOWS 
t requires time and. eftort whereot he speaks, ; 
paying off le men are an impo it p “When I was on the road selling 
the home Oompa Pavn iste! ! checkwt ters in the early th Ties | 


{ 
cash bonuse woke up one morning in Jopl n, Mo., 


sales effort ead to all on the citys banks. 


No Restricted Territories +] 


he company ecentl oncluded = a Then I read the morning papel re 
A week ‘ ile ‘ ontest based on the Bank Nlo: irorium Ww: on. ; 

iota of what the men did during the was, selling checkw1 

st six months « wasn't a bank open the 


ta he 


office 
Lhe ompany prote 
Deteitais tBiet inal acres Portrait of a Market 
, nonth rule If i busines 
been using a checkwriter for two The Midwestern Farmer 
the man who sold it to hin 


1 the account 


Paymaster ilesman makes 
ill. checks the mach nes seri: lt is alweys a baffling thing to a continental European to find no peasants in 
ind finds that the original sales America, and secondly to find that he cannot identify a farmer on sight. The 

i illowed the two vear se midwestern farmer is not often a man whose father and grandfather were also 
ontract to expire more than 30 farmers. And there is no quarartee that his son will be one, or even that he 


vs before. that custome: . { himself will be one in the nevt five years. He may take a fling at running a 
ha y y 9 3 


game tor the new man garage, or going into politics, or being an electrician or a builder. The typical! 

Paymaster has done much to he Ip midwestern farmer is a phrase on paper and very hard to vin down on the land 
its distributors realize that then He may be a man who lives in a small town and drives his car to his land, where 
greatest as s are whateve ibility he rents machinery and hires hands and works it himself for no more than six weeks 
they have to. sell ind their time of the year. He may commute from the city to supervise his share-croppers or 


They sell the ABC's of gvood pr rsonal tenants. He may be a businessman leaving the field work to a foreman (until 
management. In the eves of the con the foreman quits to become a4 road supervisor). If he has a big farm and lives 
pany efhcient alesmen work like on it, he will have a big house too and lots of help. 

oh 
Whatever is his type, he is rarely a man who in the Old World fashion cannot 
Lhe plan their work one week 


remember any other kind of work, who goes from his cottage to the fields every 


r Sim yroh ae | i i ; i 
ice nee the ropi fit eal day of the year His wife and children, for another thing don't necessarily work 


the number of machines the farm. They will be going to school, hopping around in automobiles, writing 


procrastination is delay, is mash notes to film stars, picking out a dress from a mail-order catalog for the 


1 at ‘ : 

noney lo high school dance two weeks from Saturday. Another thing The midwestern 

» In werin » loro ey. ther farmer eats a great deal better than the city man—three or four meats come his 
nm CON ru irnge city, the 

} t} wav, a fricasseed chicken, a raff of vegetables, two or three cheeses, several 

wose the section which they are 


ming to work bie eee sweets gallons of cold milk and hot coffee. But in most other respects his family's 
vroinyg s v st "TS 


roper_ workin equence ways are city ways. And whereas the banker's son may decide to be a farmer, the 
| op ) ig’ set icry : ~ 

farmer's son may go into a bank 

; They heck financial ratings 


ospects before « ich call to ascer 


the inportance of using the SOURCE: One Man's Amer by Alistair Cooke (Alfred A. Knopf, Inc., New York, N.Y 


pavment’ approach 1952, $3.50, pp. 216-217. Copyright 1951, 1952 by Alistair Cooke.) 


t They avoid “gasol ne-it 


i king thei al for hours at 
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« 
mnie LITHOGRAPHED CARTONS... 


“Candy does i | Gud Oiguor sells Quicker” 


Candy “shows off” in a handsome window carton— Cheerful gift cartons by Milprint add extra sales at 
America’s first window carton was produced by Milprint. holiday time and throughout the year. 


With all apologies to Ogden Nash for revising his 
verse, it’s true that your product, too, attracts more 
eyes and sells more customers when it’s packaged in 
a colorful Milprint carton! That’s because a Milprint 
carton combines sales-stimulating design and fine 


printing craftsmanship to create “‘sell-on-sight” 
package appeal. 

Why not let Milprint lithographed cartons help 
move your product off sales counters faster! Cal 
your Milprint man—first! 

Polyethylene, Acetate, Glassine, Foils, 
Folding Cartons, Bags, Lithographed Displays, This insert lithographed by Milprint. General Offices, 
Printed Promotional Material Milwaukee, Wisconsin « Sales Offices in Principal Cities 


PACKAGING MATERIALS 


titre @@eRarP mer 64 PRINTING 


ONE does it in Oklahoma — and that one is the 
Sunday Magazine section of The Daily Oklahoman. 


It blankets a rich market that ‘national’ supplements 
completely miss for no outside Sunday supplement covers 


as much as 2% of Oklahoma homes 


It reaches more families than any other Sunday newspaper 
in the Southwest — even in Texas. More families than 


any Sunday paper in Houston, San Antonio, Dallas or Fort Worth 


To sell Oklahoma, use the Sunday Magazine section of the 
BIGGEST SUNDAY NEWSPAPER in the Southwest! 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


Published by The Oklahoma Publishing Company 
The Farmer-Stockman, WKY Radio & WKY-TV 
Represented by The Katz Agency 


Worthington's Confer 


1. “Despise not the day of small things.” 
check all details. 


Triple 


2. Decide how often the conferences should be held 
and how many days. 


3. Hold 
“home” atmosphere is and where the guests can meet 
the company family 


them at the plant—that’s where the 


4. Double-check all are to attend 
them advance notification of the dates. 


who and give 


5. Keep attendance down to 30 or 40, to give each 
man an opportunity to participate. 


6. Notify company executives who are to partici 
pate and brief them on what they are to contribute 
and be sure to give them a time limit. 


7. Select key speakers for their product knowledge 
—not for their “amusing” way of speaking. 


8. Notify key speakers in advance and check their 
presentations in time to make any revisions before 
the conference opens. 


9. Avoid “pep” talks on the part of company ex- 
perts. 


ence Formula 


10. Set time and 


presentations- 


talks, discussions 


and hold to them. 


limits for all 


11. Select 
leader 


a recognized authority for conference 


-one who has an analytical mind, has tact, 


a sense of humor, a sense of timing and who knows 
to 
tight grip on the participants 


when introduce a little showmanship to keep a 


12. Be generous with visual aids. 


13. Make sure the program fits the mental range 
of the men in attendance. 


14. Double-check hotel 
dining room service, to be assured the guests will 


accommodations and hotel 


be properly taken care of. 


15. Make 


greeted at the hotel and at the plant. 


arrangements to have guests cordially 


16. 
to put them at their ease. 


Make sure everybody knows everybody else 


17. Triple-check 
ference room, meeting aids, equipment, exhibits, etc. 


all physical requirements—con 


needed for smooth-running sessions. 


18. Break 
high gear. 


up the conference when everyone is in 


For a Successful Sales Conference: 


Pay Close Attention to 


An interview by Alice B. Ecke with 
J. O. GLENN 


Manager 


Pump and Compressor Merchandising Division 


Worthington Corp. 
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ences held about every 
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Detail 


distributors conte é 
plishing and why Worthington puts 
so much thought 
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rencees ire accom 


nto pl iMniny then 
first to 
problem 


(jlenn Is necessary 
know little the 
Worth nyton had to solve, 


‘| he market Worthington 


pumps and \ 


\ 


SA\Vs 


a about 

for 
10 months 
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hat is this 
‘earth to hearth” 
business ? 


Well, for one thing, we hired a man to con- 
firm or upset some of our ideas about the 
billion dollar coal market. His quest led him 
to a national coal trade association which does a won- 
TF derful job for the industry. Having no idea 
Va who sent him, the people there dispatched 


V . . 
me _ him back to an outfit called ‘Mechani- 
ETrerat zation, Inc.”’ 

LS, 


That's us! 


When we're not hiring researchers, we 
publish two magazines with 5 syllable names: 
“Mechanization” and “Utilization,”’ one with 
only 4 syllables, ““Mechannual,” and a 4-word 
book, “Coal Industry Purchasing Manual.” 


Mert HANIZATION covers coal from the mine-owner’s 
dream to the finished product. It is 
read by 14,500 major buying influences 
in those mines which account for 87% 
of America’s coal output, 95% of 
coal’s purchases. 


UTILIZATION picks up where MECHANIZATION stops, 
never lets go ‘til the ashes are hauled away. a ate 
UTILIZATION is unique. It does the work of FE 
5 books, reaching coal's principal users (90% ep UN 
of annual consumption ) coal retailers and At 
whole ale rs, coal docks and coal handling railroads, manue- 


facturers, steel and cement malls, electric 


utilities and municipal power stations. 


MECHANNUAL records coal mine his- 
tory; forecasts the future; illustrates prog- 
ress through detailed ‘‘modern mine” articles. 


COAL INDUSTRY PURCHASING MANUAL tells buying 
influences where to find what they want to buy. 


Thus we're the only publishing house that covers 
coal from earth to hearth. In the process of getting out 
these books, we’ve come to know more coal men and 
more coal users than anybody. We know a great deal 
about production methods, preparation technique, trans- 
portation, retail sales, industrial han- 
dling and burning problems. 


If you have something to sell coal 
producers or users, we place our coal 
authority at your service. 


echanization, 


MUNSEY BUILDING e WASHINGTON 4, D.C 


YORK « PITTSBURGH e CHICAGO e¢ SAN FRANCISCO ¢ Los 


ANGELES 


compressors 
inging tron 
to steam turbi 
aT ustrial mixers 
Compressor Merchandisi: 
headed by (jlenn 


¢ 


pioneered 
aiming 

With the ad 

ethods, 

e toward i 
ettort, Wo nee recognized 
mportance ot the distributor in sell 
ng its standardized lines and _ sizes 
fo oft-the-shelt” availabilit 


Specialized Selling 


The trend of the indust 


ply industry today,” savs Glenn 
toward spec ialization in selling 
cilities, en ployn ent 0 
lly trained salesmen, specialty de 
partmentalization and more en phas ‘ 
knowledge.” 
\pprox mately 200 domestic indus 
al distributors now sell Worthing 
ton pumps and 


On produ 


compressors: indus 

trial supply houses with specialty de 

partments and industrial specialty and 
ichinery houses. 

“The day-to-day profit - and - loss 
sell ne problems Out ndustrial d ‘ 
tributors have to solve are many and 
ire extremely omplic ated. ‘Then 
operations have become so ompley 
ind farflung that we came to the con 
lusion that the only solution to our 

irketing problem was a closer bond 
between Worthington key people and 
the distributors. Our annual refreshe 
OUTSES ind sales contet 
in opportunity 
sibilities n meeting 
plic ations we have 
7 hey are helping Oul 
meet all emergencie ana 
feel ‘ they really belong 
Wo thington family.” 

The refreshet 
onferences were 
ago One expe 
says Glenn, “‘was 
the M ddle West 
encouraging. The 
thing we learned 
ment was that hotels do not | 

ilities for such ind 
for onterences as out 
The fi v ‘home’ 
necessar\ cet the nN 
There our distributor represet 

r top executives and yo on 
tours. Our home office personne! 
meet and know distributo px 

) nel, It n akes tor a bette 1 iT 
ding all the way around 
hon +} 
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Blue ribbon ... baloney! 


Hulls that 


ribbons in the 


For 
the blise 


VCars pprine won 


show Tine, 


hrought the highest prices. 


But agricultural scientists in the stat 


college extension departments have long 


been skeptical of show ring standards 


Records proved that show ring types were 


often better teeders than breeders. 


fashionable bulls sired) calves 


| 1 beet 


produced at 3! 


per pound 
less 


I¢ thre 


deve loped at 


spectacular specimens 


p ! pound 


Lhe smart tarmers today are learning 


on “production. testing actual 


ot birth weights, weaning rates 


Pain 
and costs 


uning bulls pass weight-gaimine 


tv on to their calves...and give more 


efelit tor less iced! 


lo round up the latest information on 


mm testing, SUCCESSFUL FARMING 


hecked eleven state college and 


pon departments 
Midwestern 
! 


md report the research 


and 


and 


it ( ten 


sources im tilteen 


astern state 


findings in the October issue, 


Farming is a business... with continual 


research increasing output and ethcrency 


ectting higher yvields at lower Costs, 


\nd the farm home has kept pace with 
better farm business...is a major market 
food 


best 


lor new turniture and furnishings 


freezers, model kitchens...is the 


class audience for quality merchandise 


Lots of opportunity Phe nation 


PaArMers are best 1¢ iched ith SUCCES I 

concentrating cieht of ten 
of its farm circulation amone the 
families who vet ( thie 


dollars 1 hie 


est larm 


national farm wel ( 


annual cash income of the SF subscriber 


is in excess of S10.000, 64°) higher than 
the US farm average 

In the best market, general may 
and tv lack the 
Sk Every 
SUCCESSEUT 
high 


based oon 


1711S 


influence and interest of 


national advertiser requires 


FARMING for its penetration 


and home tmflaenee 


reacde rship 


more than a century of 


to balance national schedules 
tomaxinum profits and potential For 
tSh ofhee 


data and detail, call the neare 


Dos Moimes 
Detroit, 
Angeles. 


Mirror Posrisnine Co 
WOW York Chine we 
A\thanta 


\¢ | ind 


San Francisco, Lo 


nMiddsy Sisto 4474 
O 


A 
RUG PROFITS becomes 


oe 


including RUG PROFITS 


PROGRESS PROGRAM FOR 1954 


Wy vilou YJ 


NEW NAME 15,000 CIRCULATION GUARANTEE - 


FLOOR COVERING PROFITS better describes e circulation of FLOOR COVERING PROFITS jumps 
its field which is the retail merchandising of all from a guarantee of 12,000 to a guarantee of 15,000 
types of floor coverings and accessory items by effective with the January, 1954 issue. This is the 

argest audited circulation in the field The quality 
department stores, furniture stores, floor covering . 

and importance of this circulation is verified on an 
specialty stores and contractors. Profits for retail individual basis of financial rating and sales volume 
ers through better merchandising are the primary Only floor covering: merchants and contractors who so 


objectives of FLOOR COVERING PROFITS qualify receive FLOOR COVERING PROFITS 


STANDARD SIZE EXPANDED EDITORIAL SCOPE 


The new overall size effective with the The 1954 editorial plans of FLOOR COVERING 

January, 1954 issue is 8I/," x 114," and gi = — — of direct — 

. . wit severa unare oor covering merchants. 

ny ang Clrakate, y BR A | Their ideas, recommendations and requests were 

. ‘ . : nnua basic in formulating the expanded editorial pro- 
Directory published in March will also be 


gram featuring even greater emphasis on sound 
the new standard $size. retail merchandising 


Our Progress Program for 1954 involving a sound expansion in every direction will in- 
crease benefits to both reader and advertiser. We believe you'll agree FLOOR COVERING 
PROFITS is vital to sound coverage in your trade advertising schedule for 1954. 


including RUG PROFITS PUBLICATION 


New York 16—386 Fourth Ave Chicago 1—333 No. Michigan Ave 
San Francisco 5—c o The Richard Railton Co., Monadnock Bidg 
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SsOrnt 


ground and e nh pump and 


appl cation 


air compressor se on 


Lissions il¢ 


ind sales. T; and dis 
technical and are not 
average general line indu 
salesman. Problems of 
portance are en phas zed, 

To determine what subjects and 
problems should) be emphasized 
(jlenn goes to the distributors to find 


out first-hand what immediate 


He d s( 


problems with then and 


them to determine which o 


thes need ISses the 11 


ful discussion. He 


their si vgestions tor 


Frequency and duration: Vhis de 
pends on the distributor setup and 
Sa Manuta ret sells 
\t \ orthington they 


are planned as the y are 


tvpe ot prod ict t 


savs Glenn. 


about every 10 months 
psychologically to hold them sparingl 
than to hold them too frequently = 
he maintains. “It is all part of a 
sense of timing to meet the need when 
ft arises. That TIVES S a stronger! 
grip on the reins 

“Worthington has found that three 
lav conferences are best to keep n 
terest trom Waning And there ts 
good psychology Ins hed il ny then 
for the first three days of the week 
We have better control of the closing 
time because attendees are in no hur 
to get to thei homes fe the week 


end.” 


I ttendance 
40) key men 
tor houses 


unwieldy sessions 


ontrere! 


Ires 


xp 
penses 

ocktail party 
luncheons wh 


OCTOBER | 


= 
ntended tor the 


neton plant 
SV < hology 


most of the expenses 


ple t inderst ind 
What they pay for 
We have had no mplaints on this 


score, 


Cslenn breaks the work down nto 


three types ot 


a retresher course 
nterence should be clearly stated at 
start, Glenn maintains. Rea 
‘notification of an approximate 
the conference is sent to each 
representative who has in 


t 


ovethe 
clear statement of the 
and purpose of the conterence an 
p obable d tration 
\\ thin a certain length Of time 


there is i followup to vive Worth 


nyvton management an opportunity to 
estimate what the attendance w I] 


ictually be and to determine whether 


ro the conteret! “\ I] he justi 


ondary organization: Worthing 
con plete h irge ot hotel 
commodations Th s incl ides check 
ny the ivailability of con fortable 
rooms and mak ny the reservations 
and checking the hotel dining roon 
service 
The conference room facilities at 
the pl int are also thoroughly checked 
as are the various shops tor group 
tours, and the plant dining room serv 
ice 
Top Worthington eve tives who 
part pate the conference 
“dof all details. Ke 
re notified to be assured 
yroposed onterence dates not 
onflict with other actin ‘sand that 
they will be there at the time they 
are scheduled to speak, 
If there are no problen Sin meeting 
proposed dates a formal an 
nouncement is sent to evervone sched 
uled to spe ik ! ill distributors 
{ 


in) thei represent Cs who ha c 


ndicated their inter 


Final « Janization In planning the 
prog 1 » determines whethe: 
should be done 

to support the contrel 

imental reference Wa 

assigns tHe wo k 


mater 


{ 
Va lable in time the pres 


+ + 


or each session of 
onference is checked and. re 


nprogvrar 
progran 


“ee 
Ked to answer sui h questions as 


REAL 
PROBLEM 


(and it could be yours) 


Helene Curtis Industries, Inc., had 
just four hours for its big, national 
sales meetings for dealers. Into 
these few hours it had to jam an 
“impossible” = program. — Here’s 
what had to be done: Present six 
new products dramatically and 
fully explain; make awards to out- 
standing dealers and present cita 
tions to new members of dealers’ 
club; break for table set-up and 
eat lunch; present new sales in 
centive program with impact and 

. and do it all 

without pre-meeting rehearsals. 


READ HOW THEY SOLVED 
THE “IMPOSSIBLE” 
Bang, Bang, Meeting 
Without Rehearsals 
Page 60 
SALES MEETINGS 


Part 2 of this Issue 


« omplete details . 


Ylow.... 


A Pre-Fab Exhibit 
For Tight Budgets 


See how a heavy machinery 
manufacturer could rely on 
corrugated cardboard dis- 
plays at trade shows. Turn 
to page 31, SALES MEET- 
INGS, 


Part 2—This Issue. 


All business is specialized 


...and nothing specializes 
om your business like your 


husiness paper 


This profit-wise peddler looks for 
the wettest crowds. His business is 
specialized. Like yours 

And like your business, this bus 
iness paper of yours specializes, too 
It packs into one place the current 
facts you want. It scouts out, sorts 
out, reports and interprets the specific 
news and information you need to 
keep posted and keep ahead in your 
field. Cover to cover, editorials and 
ids, it concentrates on bringing you 
specialized help youcan't get anywhere 
else. Read it thoroughly and put 
it to work. 


This business paper tn your 
hand has a plus for you, 
because it's a member of 
the Associated Business 
Publications. Its a4 paid cu 
culation paper that must 
earn Ws readership by 
And it's one ot 


i leadership group of busi 


quality 
ness papers that work to 
gether to add new values, 
new usefulness, new ways 
to make the time you give 
to your business paper still 
more profitable time 


Coming... 


What's the Secret? 
Admiral's Chart Room 
Keeps the Brass up to Date 


in Sales Management 
October 15 


One of @ series of ads prepared by 


THE ASSOCIATED BUSINESS PUBLICATIONS 


| oblems 
been determined how 
planned Sho ae 
sions be giver ver princi 
fic plans? Should 
? [Lo the 


id themselves to 


to spe 


ted ¢ 
ed 0 


inalys 
onret 
itment? Does the entire pro 
fit the mental range of the men 
who are to ittend 7 
These and on 
ly analyzed by 


re that ea h session w I] meas 


othe que 
CGjlenn to 
ire up to its stated purpose and M“ 1] 
benefit all who participate in it. 

held 


( advert Sing and sales 


consultation is with the 


} 
+ 


promotion departments, to hi ng to 


vether a meeting f minds on wh h 
subje 
heck 
lidefilms ind 
which will be 


evan 


ire to be stressed. and to 
ids such is b Wetins 


exhibits oft 


meeting 
prod fs 


. hed iled nl the pro 


Key speakers are sele ted tol thei 


roduct rather than. ton 
ising, Phe 


issistanf managers or ap 


| knowledge 
their abilit 


i! mostly 


to be “an 


plication engineers who work closels 
th the produ t \l] ot 


ialists who have a vo 


then ire 
e ot author 
\l inv times thev are chosen from 


staffs of other pl ints 


Key Speakers Are Briefed 


the speake S 
data and = in 


Ons pertaining subjec 


covered, with a request that 
idy them and ask any que 

ite inv object Ons well in 
This is 
to avoid any misunderstanding about 


what we “Busi 


unable to 
vive Ove! enough time to details, and 
other 


speake rs 


ilue Way 


idvance of the conterence., 


want savs Gilenn. 
executives sometimes are 
whose opinion we 
prodd ne to 
vthing they 
know ibo it a given subject oO} 
fem.” 

Key speakers are asked to send in 


neir presentations 


need a little 
nN ike sure they cover evel 


~p! ob 


well in advance 
so there will be ample time for check 
ing to see that nothing is omitted and 
that the time allotted to each subject 
IS Stl tly adhered to the minute, 

In this final organization, hotel res 


ervations hovel dining roon service 
ind plant facilities are rechecked. 
Praveling instructions, 


with 


together 
route maps, are sent to eac h man 
who is to attend the conference. 

PI int tours are caretully scheduled 
groups 


ind each Man is ad\ sed ot 


hich group he is in and what time 


his group will start out. 


Careful attention is 
for the reception ot th 
hotel where they will stay. 

Arrangements are 
ordially 


plant reception desk on the 


made 
each guest oreeted 
of the opening session. H 4 


} 
t 


“ 1 an identification badge 


Cs orted to the 


ONnTCTrence 


Check and Triple-Check 


wuecsts W I] 


To make sure ft t the 
} to become bette 


have another chance 
acquainted under relaxed conditions 
all details for 
night of the conference are 
and rechecked. 

There 
of all information for the 
tion of key speakers. 


Phy sical 


sists on adequate preparation tor these 
1 pre} 


the second 


checked 


the dinnet 


i thorough checking 


Ss also 


ntroduc 


requirements (glenn in 


requirements to assure the 


physical 
comfort of the guests througho it the 
conterence. 7 his is accomplished, he 
maintains, only it the tools needed 
smooth running sessions are on h; 
when they are needed, 

The conterence 


room s nspe 


sever il times fo see that there 
enough room to keep guests at ¢ 
Is there a suthcient number of cha 


\re they 


MW hat 


arranged to allow each 
to see is presented and hear 
12 


what Is sala! 
tilation ? 


Is there adequate ven 
Are the 
Are door hinges quiet ? Is 
wailable ? 

‘re an adequate supply of towels 
No details are overlooked 
; tems are ft iple 
blackboards chalk 
projectors, electric out 
slidetilms 


audience sight 


e enough ash tra 
\re washrooms 


nd soap 4 
\pprox nate ly 13 
checked 


and erasers 


such as 


lets, extra fuses and bulbs, 
right 


| nes, path for screen proje tion, stor 


in thei order 


ive for meeting a ds, exh bits, charts 
handouts, sound equipment ind spare 
lan ps tor proyectors fo mention a 
Tew 

\rrangements are > for thre 
Minimum of interruptions during the 


SESSIONS, 


Th conference 


ngton s case 


leader: In Worth 
(slenn is the conterence 
leader. He breaks down problen s to 
be d scussed nto logical sequence to 
keep discussions on the right track 
‘We make it a point to have fast 
action in all sessions,” savs he. “Plat 
tudes are 

Glenn is careful at 
to thrust his authorit 
ously. He does not usu 
the expense of an opportur 
guest to express his point-of-view. ( ) 
hand, he hy 


the other is diplomatica 
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Handsome and useful gifts—not just for your customer or employee—but for his whole family that 
describes the famous Darzey Line of Kitchen Helps. You can buy them singly or in special gift-packaged 
fe, combinations of two, three, four and five items. Prices range from $1.50, for the lowest-priced single item, to 
“ $33.00 for the complete deluxe 5-item gift box. If you are not already familiar with Dazey Kitchen Helps, see 
them at your local gift, hardware, household appliance or department store. If your list runs long, write us direct, on 
your company letterhead, for catalog and quantity prices. DAZEY CORPORATION, ST. LOUIS 7, MISSOURI 


Y ifts his whole family will enjoy! 


a 


> 


. 
Dazey Deluxe Can Opener—Table Top 
Model 78C Has all the features of the 
famous Dazey wall type can opener, includ 
ing magnetic lid lifter. Opens round, square 
or oval cans. Height adjusts from short to tall 
46-02. juice cans. Red, Yellow, White 


Retail price $7.95. Same without magnetic i | Darey “Blend-R-Mix"'—Model 810C Blends, 
lid lifter (Model 70) $6.95. ! whips or mixes anything mixable. Adjustab‘e handle 
Wall Type Model 88C (White, Red or 4 \ permits either right or left hand use. Easy to operate! 
Yellow) $5.49. ‘| Easy to clean! Rust proof Chrome and Red, 
/ Yellow, Green, or Black handle. In Beautiful Gift 

Box. Retails for $5.95. 


AA f é This beautiful gift package 
‘tne, / set of the Dazey Egg Beater, 
Triple Ice Crusher, Juicer, 
Deluxe Can Opener and 
Sharpit (knife and scissors 
sharpener) are as beautiful 


Dazey ‘Cocktail Hour’ —Combination ice 
crusher and cocktail shaker. Instantly adjusts 
to crush ice fine, medium or coarse. Fits the 
famous Dazey wall bracket. Perfect as they are useful. Gift Package PK-4C 
wherever crushed ice is used. PK-5 White (Red, Yellow, or White with Chrome trim) 
Enameled body; Red, Black, Yellow, or Retails for $28.98. Gift Package PK- 
Green transparent cup Retail price, 4AC (All Chrome) Retails for $32.98. 
$11.95. PK-5AC All Chrome body Black Other Dazey gift packaged sets from 
transparent cup Retail price, $13.95. $8.98 to $19.98. 


Darey ‘Sharpit''—Table Top Model 915C / Dazey ‘Crackit', Nutcracker Set— 
Features twin sharpening wheels —one for ; Model PK-11 
sharpening —one for honing. Holds firmly to 
non-porous horizontal working surface by 
means of vacuum cup. Easily removable and clamp-type bracket attached to wood 
portable. Red with Chrome trim. Retails for base for quick easy mounting. In hand- 
$7.25. Same with single wheel (Model some gift box —$5.95 retail 
905C)— $6.25. 


as 
- | “e a DAZ EY 
e Be sure to please his family- 
& { ‘ /4 4 y : ’ 4) f 


AMERICA'S BEST-KNOWN LINE OF SMALL KITCHEN APPLIANCES 


Cracks ends splits 
nut shell lengthwise, so that nutmeots 
come out uncrushed. Special spring steel 
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Thousands of 
Sales Executives 


Are Using This 
Book Profitably 


It’s Yours Free... 
THERE'S NO OBLIGATION 


Sixteen pages of facts about 
successful industrial advertising 
programs. Learn why other manu- 
facturers, converters and distribu- 
tors use low-cost, proven Universal 
Match Book advertising to develop, 
customer 


improve and maintain 


relations increase sales and 
profits. See how these companies 
extend their sales efforts with in- 
dividually designed Match Book 
distribution plans to reach specific 


markets. It's important reading in 


these days of competitive selling! 


Write for your 
free copy today 


a 
ms 


® 


UNIVERSAL MATCH 


CORPORATION 


the - +t r wind it fi. 


1501 Locust St. ¢ St. Louis 3, Mo. 
Sales Offices in Principal Cities 


va lose hold on ill 


i their opin 


- ' 
wt of thei hac kvrounds 


things 


moving t is 
time all talks and pres 


entations,” Cilenn stresses. “Compan 
; 


exe Itives ire no exception to the 
ile When there sno more poten 

in what a speaker Ss Saving he is told 

his time ds ip 

‘To smooth things o er should the c 

be sharp differences of opinion or 

when discussions wax too much into 


nis d ial 


only a tew 


problems ot interest t 


( ilenn be | eves 
ind doesn't hesi 


\V hile all ot the 


strictly 


ps\ hology ot hun Ol 


tate to introduce it. 


Worth nyton 


b ISINIESS 


conterences are 
(jlenn feels that a certain 
umount of showmansh ~ and humor 
should be introduced to keep the ses 
sions moving at a tast pace. 

“Each person in attendance at our 
conterences is qualified to have an 


Gilenn explains. “Opinions 


opinion | 


in be eval lated prope ly by evervone 
present only t the speake Ss perspec 
stood. We t to make 
that veryone present has met 


know . 


tive is under 
othe men and 
what he st inds tor 
Because t] 
ment im time and money 
ible, the program ts 


‘| hat 


want and we 


distributors 


| 


wretore do not 


s what ou 
t} 
expose them to ‘pep’ talks by con pan 
experts, lor exan ple oul 


ind sales 


present at all 


pron ofion Crxe 
conferences t they 
Phe, 


own enlightenment 


ire treated as visitors only. 
listen nto thei 


to learn first-hand what our distribu 


Chuan 


I'm tak ng up ac 


ip against in selling our 


umps and air compressors. 


Worthington con 
important tor prod 


Plant 


ders then very 


fours 


and tot appli ation prob 
the same time they are re 
rest) per ods to vet away 


hairs and give 


iterence roon 
in opportunity to talk i 
ith shop heads. 


timed to 


a hey ate 


ilar plant dining room 


Luncheons 
ivoid the rev 
patronage. This gives the guests a 
hance to relax, enjoy the tood and 
talk intormally among themselves. 

At the close of the conference a 
Certificate of Excellence is presented 
It is awarded tor 
having attended the refresher course 


to each attendee. 
and sales conference on the sale ot 
pumps and air compressors, and hav 
successtully passed the 
oncentrated talks. 
An analysis of out 


ng require 
ments of the 
sales records 
proves the value of our educational 
wtivities with our d stributors,”’ SAaVS 
Gslenn. “Our conterences are making 
us to have mutual con 


t possibl tor 
deration and discussion of common 
problems by persons qualified to talk 
nm Ot selling activities. 

‘In planning a distributor conte: 
ence it is well to ‘despise not the day 


No details should 


Unless a conterence 


of small things.’ 
be overlooked 

le velops mutual respect and under 
standing between the manutacturer’s 
personnel and the distributor's person 
nel t 


Our conferences are building up this 


s useless to atten pt to hold it. 


respec t 


ollection for me! 
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ROLLING SUBSTITUTE for lacquer lab, huge trailer helps representatives of Hercules’ Cellulose 


Products Department 


show lacquer applications on nation-wide basis 


difficult to demonstrate and display by conventional methods 


lf your products are 


Try Traveling Demonstrations 


.. . and perhaps you'll be as enthusiastic about them 


as these six users, who report on their effectiveness. 


How many customers and prospects 


ask ny to be sold 4 


will come to you 
Your honest answer to the question 
1 oht provoke a second look it the 


oll ny stock manutact 


th 


| | 
lw road in 


ting on 0) ( 


product and prospect tace to tace. 
Equipped with trained crews, sales 
men plenty of order books and an 
mpressive display of products, appl 
itions, working models and even 


Wwion pictures these demonstra 


Whereve: 
up” local 
Cpresentative and lo il ( S. 
When companies such as Hercule 
Pow les Co. Weestingho is Kel ance 
X L-ngineerine (o., ‘Tvler 
> Corp., Black & Decker Man 
ring Co. ind the 
Onsistel tl put 
the tield 


Hercules Powder Co., Wilmington, 
Del., outes a whopping yc 


+>-ft 
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trailer, called the “Lacquer Intorma 
tion Center,” nearly every t 

where there a lacquet plant In 
reveals \W () Fulen 
veneral Cellulose 


eM h ot the 


th Ss Wa\ 
wider manage! 
Products I Jepartment 
OmMmpany s lacques customers sees the 
latest developments in the profitable 
materials tor 
lacquers.” And why not? The traile: 
built by Prairie Schooner Trailes 


Co., Elkton, Med., is fitted with ta 


lities for show ny motion pictu 


use ot Hercules raw 


ic 
s a conterence room and exhibits 


And the trailer itself is finished inside 


ind out with lacquers. 
In the past tew months the traile 


has: (1) covered 3.000 miles: ( 


) 


been visited by 4,000 persons and 240 
groups or companies. “We teel that 
these figures alone,” seys Fulenwide 


the usetulness ot 


Reliance Electric & Engineering 
Cleveland, O., has two mobile 
ompany s motor 

\ bus and 


station wagon ha e been designed and 


fitted to tacilitate on-the spot demon 
trations and discussions of product 
applhicat Ons nvoly ny electri motors 
power drives and their related con 
trols Visitors? Factory and mill 
management and maintenance men 
product managers plant super ntend 
ents ele tric engineers and purchasing 
iwents 

The Reliance bus carries a public 
iddress system for use whenever the 
Philosophy behind 


both units 4 clea ; suild ure 


occasion Warrants, 


IWalCchHcs 


dustrial plants ot the ele 


admony Various types 


ment feliance manutact 

Tyler Fixture Corporation's Harde; 
kreez [Division Niles \l h Ss oat 
dealers doorsteps | tour trailer 
GeCMOnsStrators inager or the 


H igh Coopei think the 


best way to explain the quality of the 


dj “10 


ompany s home treezers is to put 
inde nN. He SaAVS most 
nterested in what 
about our produ f than 
secing tor themselves 


h;] 


nobile demonstrations, 


ey ee eee 
How to be remembered | 


by the people who 
ie count.» 


ae 


eee eee eee ee 


/ 

' 

' 
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Give your prospects 


Tatum MONOGRAM S:=0e-~ 


with your name here 
on 2-color metal plate 


shisialaelil 

size staples 
KEEP YOUR 
NAME UP FRONT 


4 ways 


Strong attention value your ad is sure 

to be seen 

High 
st of sight 


readership rarely 


Repetition builds remembran 


your 
ad sells all day every day 


4. No competition you sage is 


without distraction 


read 


Ask your stationer or office supply firm for 
MONOGRAM 


Staplers, or mail coupon today 


details and quantity prices of 


WILSON JONES COMPANY! 
; 209 S. Jefferson St., Chicago 6, Ill. 5 


ise send complete data explaining how 
ut the MONOGRAM Staplers to 
our prospects desks, Also give 
» of my nearest stationer 


<-w 


> 


Mm 
State 


poaseoeooouoeseose 


COMING 


Why Sausag: 
ls Now Featured 
On So Many 
Cateteria Menus 


n SALES MANAGEMENT 
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Tools For Selling (cont.) 


Cooper explains that 13) ‘ iW Th 


the p odu ft to thei very doors } dj ibt 


Co 


ng telephone ind foo listi 
tions which too often nterrupt 
sales presentation, we secure a recep 

ravel 


rt! t) 
if ! 


na better mood tr 


\s al indi 
losophy has pa d of 
that Tyler had only 


operation at the be 


how this ph salesn 
two trail i \ I 
vinning of Sprin 
“but now we are operating tour 
and 1! d stl butor de The 
ontinues, - Ss; “pur ¢ 


tra le 


tra lers 
hase ra i! 
fitth oon be au sends 


NEW RELIANCI 


Cooper reveals Tyler's 


INTERIOR of 


“Information 


Hercules 
Center” in- 
cludes equipment exhibit and 
illustrating 


display panels 


new developments in lac 


quers for wood, metal sur- 


faces. Lacquer primers for 
military items are part of the 
exhibit. There are also tables, 


seats for discussion sessions 


e company finds that 

can be turther 
actually 
own trad y areas. Vcc 
the company 


‘eC COMSUMET sales 


representat 
Ing with a trailer 
4 ] 


tile and one o the 


en on a house-to-house 


units are mae 


Jome Tra le Co ~ 


gs, Mich 


Square D Co., Detroit 
ee ae 
5s (OO ele I il 


} 
demornsti 


! 
two rolling 


ol the a ket ng 


teas 


MOTORS for powering spinning frames in textile mills 


are rolled out of station wagon on special mounting rails for close-up in- 


spection by mill men. A 


gas-engine-driven al 


stage 


’ 
than 2,000 textile men have seen this motor exhibition. It takes onls 


minutes to set up display. Does this suggest a 


demonstrations without recourse to external power connections 


ternator furnishes power to 
More 
three 
demonstration idea to vou 
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“greatest idea-guide 


I've seen...” 


—Frank E. Smith, National Director, 
Blue Shield Medical Care Plans, Chicago 


“Screen Adventures” is a new 
16-page book which lists 325 carefully 
screened and selected 16mm sound 
4 AWM TS 
Lary hee 


ONE IVAN motion pictures. It lists titles, running 


time, gives a subject synopsis, and 

tells where-to-get-it. The films 

are categorized by subject area, and 
present a ‘‘catalog’’ of material for 
business meetings, employee showings, 
club entertainment, education, and 
many more. Jt’s yours, free of cost 
or obligation. Simply send the 


coupon for your copy. 


Aa 


..- AND HERE’S THE GREATEST MACHINE FOR A 
PROJECTING IDEAS YOU'VE EVER SEEN! # 

The Super-Stylist |6mm sound projector weighs only 32 
pounds, complete with carrying case and built-in speaker. 3 


Permanently-attached reel arms 
sac . ah. FAMOUS FOR THE FINEST LINE OF 
swing into place in an instant. g , lamm SOUND PROJECTORS 

Sets up in seconds, threads 
easily, operation requires 


the flick of a switch! ae AMPRO CORPORATION 
2835 N. Western Avenue, Chicago 18, Illinois 


SM.-10-53 


Gentlemen: 
Send my free copy of “Screen Adventures.” 


Arrange to have an Ampro Audio-visual Dealer 
demonstrate the Super-Stylist. 


Name 


PROJECTORS 
in ONE 


All the features you have desired are 
combined in the 


TSI 16mm 
“SUITCASE” PROJECTOR 


Over ten years of experience and thousands of TS! 


Suitcase” machines in service today prove the 


exceptional advantages of this projector in indus 


try and sales 


NOTE THESE EXCLUSIVE FEATURES! 


Self-Contained Magazine Projection 
No reels of film to thread—no screen to set up 
no sound speaker 

to engage. Self 

contained screen 

measures 135 sq 

inches. Continuous 

magazine holds 

800 feet (22 min.) 

black and white or 

color film, sound or 


silent 


Standard Magazine Projection 

Standard projection on any conventional screen to 
auditorium size 
Continuous maga 
zine is power driven 
giving automatic 
rewind. Film run 
through once is 
automatically ready 
to go again after 


every show 


Standard Reel Arm Projection 
Using 2000-foot (55 min.) ; 
reel arms, furnished with 
each machine, long feature 
length films can be pro 
jected as easily as with 
standard magazine pro 


jection 


Self-Contained Reel Arm Projection ' 

Using 2000-foot reel arms and self-contained 135- 
inch screen up to 
55 minutes of sound 
film may be shown. 
Crystal clear pic- 
tures are projected 


even in daylightl 


Bell & Howell or DeVry Models 

TSI “Suitcase” Projectors are furnished with Bell & 
Howell or DeVry projection and sound systems 
Easy to corry custom case size measures 14° x 22° 


x 12 approximately 40 pounds 


Write today for illustrated brochures featuring 


TSI ''Suitcase’’ Projectors 


TECHNICAL SERVICE, INCORPORATED 
Dept. A-1 30865 Five Mile Rd 
Plymouth, Michigan, U.S.A 


Ele j Mech Equipme 


Tools For Selling 


state. One trailer, on the road tor 
two years has covered more than 
S0,000 miles. Inside it are 40 feet ot 
product displays showing the line ot 
distribution and control 
equipment. On its Atlantic seaboard 
visit, 45,000 people dropped in, most 
| 


elec tric al 


ot whom were invited thro 
I) field othces. 
The trailer, made by ‘Trailmobile 
Inc., Cincinnat Q., is. visited 
ire hitects, engineers, contractors, 
distributors 
counts, and even engineering stu 
Naturally, stockholders, too 


are invited to see the 


1 Square 


ndustrial i 


dents. 
coach when it 
arrives in their vicinity. 

An e\pel CHEE? 
travels with the coach 
His job is 


explain desig 


enginee! 
ng as “ofhcial guide.” 
den onstrate dey ces, 

teatures, discuss specihe appli ito 
enough 


Interest nals Square 


USES COAL hes in the training of ft 


field en 


engineers who've been specially p 


gineers. .Drivers are 
from leading technical schools. 


part ot ther t 


ng program, helping then 
tor subseq ent custome ontar 


The Black & Decker Manufacturing 
Ge. Towson, Nid. 


meets both a 


(cont.) 


CAN YOU think of a better 
way to package a power dis- 
play? Coach is equipped 
with operating, cutaway, 
panel and other displays of 


Keliance motors and controls 


demonstration and transportation 
problem nicely with the 
of station wagons, equipped with slid 
ng tables for the line of more than 
100 portable electric tools. 


Innovation 


\ branch salesman drives the sta 
tion wagon « lose to the iobber’s est ib 
lishment ~ ils an extension cord tron 

the 


istomer s store 
strates » tools effeciently, on-the 
spot. 


Westinghouse Electric Corp., Pitts 
burgh 


ple selling operation tor controls l 


is currently engaged in a san 


n the torm 
h which 


nes the Westinghouse story direct 


cuit breakers and motors 


i traveling display coa 


or origin il equipment 

i and selected large 
istomers. Visits are pre-al 
ranged through invitation and accept 
ance by lesign engineers, supervisory 


other execu 


prod iction personnel 
tives. 

The coach is actually 
meeting place. It holds powered ex 


hibits illustrating produ 


i travelling 


( iples, operation performance 
ards, application techniques. The en 
tire show is, of 


ourse, presented 
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WBBM DAYTIME RATES ARE UP! 


On September 13, 1953, Chicago's Showmanship 
Station raised its time rates affecting all daytime 
periods. A new card, number 24, now in produc- 
tion, will be issued shortly. These new rate 


increases have been brought about because... 


WBBM DAYTIME AUDIENCES ARE UP! 


Year in, year out, the number of families and 
listeners tuned to Chicago’s Showmanship Station 
has steadily increased. For example, during the 
past six years WBBM-produced shows alone have 
enjoyed an average gain of 53%. Within the past 
two years, a 15% gain. 

At WBBM, showmanship and salesmanship are 


synonymous. And today, WBBM advertisers are 


reaching —and selling—an audience more than 


\0% greater than that delivered by any other 
Chicago station. To reach and sell Chicago's big- 


gest audiences, call us or CBS Radio Spot Sales 


right now for availabilities on... WBBM 
50,000 watts - CBS Owned 


Chicago’s Showmanship Station - 780 kc 


Tools For Selling (cont.) 


for Name Plates 
that help sell! 


RIGHT TO DEALERS 
goes coach complete with 
salesmen and sample home 
freezers. Tyler Vixture 
Corp., finds this method of 
demonstration so successful 
that the company may soon 


purchase additional units 


‘S 


Ani you satisfied with 


vir product's identification? Sales and 
ertising men know how valuable a 
ling name plate can be. Let us he Ip 
create standout identification that 
ets your product's quality marks 
iHofor more ile Send a rough sketeh 
or bloe print for design suggestion and 
quotation, Write for your copy 
ol kiched or Lithogr iphed 
Metal Products of Quality” 
with full color examples of our 


name and imstruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N Sheffield Ave., Chicago 272, lll., Dept. J 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 


visually i fr mounted units ample : 2) a trade show with 
MOVIES ¢ | he c re nrorma : Inplete | ne and work ny dis 
discussion per ods held 1s a: yal plavs; ( 3) a customer meeting unde 


ot the operation. controlled conditions tor movies and 
Promotion Based on a promotion progran slides, 
= ‘Control Business Is Show Business Lhe Westinghouse coach was built 
ldvertising Westinghouse assumes that the at by ‘The Gerstenslager Co., Wooste: 
; rival of the coach in the salesman’s ()., with ividual exhibits designed 
Displays territory does three ic things to ind bu \ rardnet Displays Co. 
help h nN It cr} \ ! a show 
Salesmen 


Samples 


assembled, packed, shipped 


Serving America's foremost 


advertisers for 2! years 


LET US QUOTE ON YOUR 
NEXT KIT JOB 


BRUCE, RICHARDS 


CORPORATION 
IT’S A MAN’S NATURE to be curious about interior construction of 
The Nation's Largest Mailers of Premiums heavy equipment. That's why Trailmobile Inc., Cincinnati, builders of trailers 
Raymond J. Frisch, President has devised a cutaway model of a standard 5.200-gal. tank-truck. The exhibit 
Established 2! Year has just completed a junket of major cities, will soon be routed to truck 
860 Broadway, New York 3, N. Y trailer industry conventions. Later, it will travel to Trailmobile sales 


sRamercy 7-8500 division points throughout the US. and he used as a tool for selling 
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Conover-Mast Publications announce: 


Institutional 
Keeding and Housing 


A new magazine with a new, needed editorial service ... reaching 
over 60,000 identified buyers in worthwhile units of the mass 


feeding and housing industry. 


The multibillion-dollar institutional market is a tremen- aintain our circulation. Their salesmen hand-pick 
dous consumer of ‘almost every product made or grown names of individuals that they know from. personal 

foods and food service equipment, mechanical and contact do the specifying and buying for the large 
maintenance equipment, furnishings, decorations, sup- hotels, restaurants, industrial cafeterias, hospitals, 
plies jou name it! institutions in their individual territorie 


But it’s a tremendously complicated market. The men The dealer pays for every copy. Every copy is mailed 
who do the buying are hard to find... hard to identify individually by [FH to a known buyer. Every reader i 
- ard to rene h They may be owners, Managers, pur- ah Important customer o1 pro pect fo. the ce aler 


chasing agents, dietitians, : upel intendents, ete 


Now, INSTITUTIONAL FEEDING & HOUSING 
miakes it pos ible for vou to reach over 60.000 identified 


New, valuable editorial service 


buyers, regardless of title, in the worthwhile units of The institutional market has critical need for informa- 
vast, complex market. tion on how to improve efficiency, cut costs, provide 
better service. To meet this need, INSTITUTIONAL 

Spectacularly successful Conover-Mast Dealer FEEDING & HOUSING presents appropriate cas 
Franchise Circulation Method is ideally suited histories and modern methods information in profusely 

to selling the mass feeding and housing market. illustrated, ‘“show-how” form — showing “how to do it” 


if 
fie ) 


Phi circulation method has been use by other 
ver-Mast publications for over 25 vears to provide Now, for the first time, you can be svre you're reaching 
age of the important buying influences in other the buye) and you can be re you're reaching them 

ket New to the mass feeding and In a publication they need and want. 
try, this uniquely effective circulation 
already been acclaimed by dealers and Special offer 
$s throughout the country. 


We're offering advertisers who start with our initial 
vorks: A national network of franchised November issue a special discount Write today for 
ervice equipment dealer build and complete detail 


You know vou’re reaching the buyers in 


r 
| 


Institutonal | ty 


' BS 
A CONOVER-MAST PUBLICATION c a ae 
205 East 42nd Street, New York 17, N.Y. © : 2 | { Tr 4 » 


Coming Soon! 
The New Annual Edition of 


INDIANA’S 


“GOLDEN ZONE” 


MARKET BOOK 


An up-to-the-minute compilation 
of valuable information covering 
the entire Fort Wayne market 

keen interest to Sale Man 
Adverti ing Manager Ad 


rising Ax noi 


ow on the pr Limited edi 


THE NEWS SENTINEL 
THE JOURNAL-GAZETTE 


Fort Wayne, Indiana 


— J _leoae lest 5 
fourier-Zonrnal 


> LOUISVILLE TIMES 


Owners and operators of 
Station WHAS and Station WHAS TV 


372,946 DAILY * 301,686 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO 
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Management by Committee: 


How It Works at Compo 


(continued from page 25) 


operation of each executive's depart- 
ment, but rather gives him a means ot 
expressing his ideas on matters whi h 
affect the work 
of his department, and the operations 


directly or indirectly, 
of the COMpany as a whole.” 

As a furthe example of how the 
ommittees work, let us suppose that 
the Terms Committee meets to re 
ommend the price of a new machine. 
The committee members discuss what 
price would be most advisable under 
taking nto 
consideration stimulation of sales and 


pres ailing CIFCUMSTANCEes, 


reasonable profit. 


The Decision Phase 


+ 


In the second or decision phase 0 
additional 
may be essential in order to arrive at 
The 


information may be in the hands ota 


the meet ny, intormation 


the price efficiently. necessary 


department head who is out of town 
accessible. A 


Is appointed to get 


immediately 
committee member 


or is not 


the information and decision is post 
poned until after he supplies it to the 
yroup at the next committee meeting. 

The price is then set. A’ specifi 
recommendation citing price is drawn 
up tor ¢ Y’Conor to conclude the com 
mittee’s report on the subject. Ini 
tialed and approved by him, the rec 
ommendation is passed on to the sales 
manager on machinery who, in turn, 
advises salesmen and customers of the 
price. 

An Important committee case his 
NMlachinery Sales 
Committee 


tory involved the 
Service which 
nitiated the program to transfer title 


to Compo customers for the electric 


Plann ny 


motors and air compressor units on 


leased shoe machinery. In open dis 
cussion the thought was developed 
that basically the shoe machine was 
Compo property, but that the motors 
or compressors should logically be the 
property of the lessors of the Shoe 
Machine, since each plant has its own 
electrical or maintenance department 
ind there would be other THA h nery 
on which. this equipment could be 
used. 

nitiated to 


sell these main driving elements out 


\ program was then 
ght to become the property of the 
custome! 

Stocks of used and new motors are 
still maintained but the servicing of 
this equipment hos been eliminated. 
Lhousands ot dollars have been saved 


as a result ot this program, and an 


mproved service has been given tu 
Compo customers. 

“Not the least of the advantages 
ot Compo’s committee program ” con 
cluded O’Conor, “is the opportunity 
t affords each department head to 
express his ol her views On a Variety 
ot subjects in which he or she is di- 
rec tly 
department 


concerned. In this way, each 
head better 
the problems of his tellow executives 


unde: stands 


and is able to offer helpful suggestions 
through the discussions of each meet 
ing. 

“At the same time, it has been pos 
sible for me to evaluate the abilities 
of each executive by his contributions 
to each group's discussion or prob 


o 
lems which, in turn, has been mpol 
tant in long-range management plan 
ning. 

“We found that em 


ployes have shown increasing interest 


hav e also 


in the committee plan of operation, 


and are making an increasing num 


An Unused Talent? 


One other force in persuading that a 


good many salesmen overlook or 
ignore or foraet to their disadvantage 
is merely the force of—absolute 
silence! 


—How to Sell Your Way to Success 


ber of suggestions which have been 
ditterent 
In the case of the -mplove 

Committee, for 


placed on the agendas of 
groups. 
Relations example, 


these suggestions have resulted in 
recommendations and the approval ot 
programs for better employe rela 
tions.” 
Anothe 


helping product development, was the 


example of committees 
design of a rotary sole-attaching press. 
One man “stuck to his guns” and 
insisted that a specific design could 
be created and developed. The com 
mittee unanimously agreed to. give 
him full charge in furthering his idea 

to be submitted to the committee 
‘The result is a NeW 


design for a sole 


at a later date. 
and streamlined 
attaching press that otters shoe manu 
facturers many. cost-saving advan 
tages. Suygyestions by the committee 
ncorporated standardized and inter 
changeable parts which simplified pro 
saleability of 


duction and. increased 


the machine, 
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THE COMIC WEEKLY 


welcomes 
the 


ye Mirror 


Comic Section * 


the 

history of comics! On Sunday, January 3, 1954 P uck, The Comic Weekly 
will add the 1,766,291* circulation of the New York Sunday Mirror's 
vias 


superb and powerful comic section to Puck's circulation of 8,368,757 
In the World’s Number One Market, New York City, Puck will reach 


ONE OUT OF EVERY TWO HOMES! 


With a new total national circulation of 


10,135,048 


Puck, The Comic Weekly will offer the most spectacular and effective 
pattern of mass distribution in America. Puck will give deeper pene- 
tration in top markets to national advertisers at even lower cost per 
thousand! 

With Puck’s new New York affiliation, print media will gain unmatched 


effectiveness, dynamic new selling power! 


ALBANY —Times-Union + ATLANTA — Journal-Constitution - BALTIMORE —American - BOSTON —Advertiser - CHICAGO — Herald-American - DALLAS —Times Herald - DETROIT — Times 
LOS ANGELES— Examiner - MILWAUKEE Sentinel - NEW YORK — Journal-American — N.Y. (Sunday) Mirror - PHILADELPHIA — Bulletin - PITTSBURGH — Sun-Telegraph - PORTLAND — Oregonian 
SAN ANTONIG—Light - SAN FRANCISCO Examiner - SEATTLE—Post-Intelligencer - ST. LOUIS—Globe-Democrat - SYRACUSE —Herald-American + WASHINGTON —Times-Herald 
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FUTURE SALES RATINGS 


As of Oct. 1, 1953 


Key to Relative Size Ratings Key to Sales Prospect Ratings 


(by industry sales volume) (All ratings are relative to the median (®®*), 


Ten Billion Dollars and Over which indicates approximately no change in relation 


Seven Billion to Ten Billion Dollars * Rating raised to the corresponding period of the preceding year.) 


A 
B 
C—Four Billion to Seven Billion Dollars wk kk —Best Relative Outlook 
D—Two Billion to Four Billion Dollars ‘Rating lowered tke —Very Good Relative Outlook 
E 

F 

G 


One Billion to Two Billion Dollars ane —Good (Medium) Relative Outlook 
One-Half Billion to One Billion Dollars ** —Fair Relative Outlook 
Under a Half-Billion Dollars * —Least Impressive Relative Outlook 


Sales Sales Relative Sales Sales 
Prospect Prospect Size Prospect Prospect 
Rating for Rating for Rating Rating for Rating for 
4th Otr Next 12 (See 4th Otr. Next 12 
(See Above Mos. (See Above (See Above Mos. (See 


Advertising 

Air Conditioning 

Air Transportation 

Aircraft Sales 

Auto Sales (New) 

Auto Sales (Used) 

Auto Service & Parts 

Auto Tires 

Baking 

Banks (Revenue) 

Beer 

Building (Heavy) 

Building (Residential) 

Candy & Chewing Gum 

Canned Fruits & Veg 

Cereals 

Chemicals 

Cigarettes 

Cigars 

Clothing {Men's Women's 
& Children's) 

Coal (Anthracite) 

Coal (Bituminous) 

Coin Machine Sales 

Commercial Printing 

Cosmetics 

Cotton Textiles 

Dairy Products 

Department Stores 

Diesel Engines 

Dinnerware 

Drugs 4 Medicines 

Dry Cleaning 

Education 

Electrical Eq. (Industrial) 

Electrical Eq (Consumer } 

Exports 

Farming 

Flour 

Fe od Prox essing 

Furs 

Gasoline & Oil 

Glass & Materials 

Government Procurement 

Groceries 

Hardware 

Hotels 

House Furnishings, Floor 
Coverings, Furniture, etc 

Household Products (Misc.) 


Imp rts 


SCOPPMADPOPPOOAMAMEarOPmMmMOOTP QDOpPamMmOeGTOmMoOmmmypPonmn 


instalment Financing 
Insurance 

Jewelry & Watches 
Laundries 

Liquor (Alcoholic) 


amwmaNnNNNe 


Key) Above Key) Key) Key) Above Key) 


aan 
aan 


ikki 


aaennke 
Kenn 
eke 
enn 


wean 


Luggage 

Machine Tools 
Machinery (Agric.) 
Machinery (Ind'l.} 
Materials Handling 
Meats 

Medical and Dental Care 
Metal Containers 
Metals (Non-Ferrous) 
Motion Pictures 
Musical Instruments 
Office Equipment 

Oil Burners 

Oil (Cooking) 

Oil Equipment 
Packaging & Containers 
Paint 

Paper & Products 
Personal Care 
Photographic Supplies 
Plastics 

Plumbing & Heating 


Printing & Publishing Equip 


Radios 

Railroad Equipment 
Railroads 
Refrigerators 
Restaurants & Bars 
Restaurant Equipment 
Rubber Products 
Security Financing 
Shipbuilding 

Shoes 

Silk Textiles 

Soap 

Soft Drinks 

Sports & Sporting Goods 
Steel & Iron 

Sugar 

Surgical Equipment 
Synthetic Textiles 
Television 

Toothpaste & Mouthwashes 
Toys & Games 
Trailers (Auto) 
Travel & Vacations 
Travel Overseas 
Trucks 

Utilities (Electric) 
Utilities (Gas) 
Utilities (Telegraph) 
Utilities (Telephone) 
Vacuum Cleaners 
Washers (Household) 
Woolens & Worsteds 


PANMDANDSCHSCSOPAOTROMMAMPOHA AMA oOTDDOMPmMToORBDONVDSONOMMOODmMaAMMOADNAAMeTMdOd 


Note: Future Sales Ratings are specially copyrighted by SALES MANAGEMENT, 386 Fourth Avenue, New York 16, N.Y 
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Future Sales Ratings Board Predicts: 


Fourth Quarter Sales 
Will Set New Records 


BY PETER B. B. ANDREWS - Consulting Economist 


at the present 
$286 billion an 
than in 1952 
Many retail 


buying in 


ip the 

‘st orrespond 
tion's e onomic his 
takes 

ng sales 


and : ‘ Cu ai tor the 


rd year. 
publi 


heo 
first vevin 
w] tai . ( : ; < a vood 
en re ’ 

base Var OUS 
‘Cesslonary ted cut 


ts could add $6.5 b llion 


iSHHess 


men were 


to the purchas ny power oft 
duals ind industry, 

Better goods at better pri Bal 
ovements on old p oducts and mod 
will provide much basi: 
to business and perhaps 
| some of the unnecessarily 

this 3004 ndividuals 
vs were reduced one 
leir present SIS billion 

© Opposite I rate, that would be an add 


tion il S') 


billion fill p to spending. 


| 


tries and 


1s ncereased rat Piled ip liquid assets to date ip 

+. For the next | $570 bill on 

onsensus makes it 9 down and $200) billion in 
Reason | ind S370 


months proximate Consisting of 
orporate securities 
billion MW CUPTeNC ind 
thes 


( 


sal . The $570 billion total 
4 , 


y Mes @ retail sales 


Bases for 
High Ratings . . . 


OUTSE there soa debit side 
1 
too, but there we find the pu 


Defense it $75 billion in mort 


uned at 


Opaoor 


od 


How to Read the Table 


For a complete perspective 
on each of the 108 industries 
rated, the ''size'' rating and the 
“sales prospect" rating should 
be studied together. Reason: 
A change in a low-dollar-vol- 
ume industry is much less sig- 
nificant in dollar sales than in 
a big-volume industry. 


r requ 


bab 


OCTOBER 


Potential housing demand is still 
large, “8S marriage totals have run tat 
thead of home construction totals in 
ecent vears, and people continue the 


\n eC! ca’s 


rising totals of better-educated people 


wide scale move to suburbs 
are seeking better living standards. 

States and municipalities have enoi 

is amounts of pending expendi 

tor new si hools, hur hes, hos 


pitals and other institutions, sewage 


\ $32 billion 


backlog in roads alone exists 


systems, h ohwavs, etc. 


Inventories Pen rally are h gh but 
more than a quarter of manutacturet 
irmaments, de 
liveries of which = are ir behind 
st hedule for toreign countries Whole 
sale and ret ul e la 


also, but are considered easonable 


inventories are toi 


nventories a 


long as people keep buy ny al 
present ate 
Selling 


are do ny better jobs and bi 


advertis ny 


dre ncereasing|y aware | 


mpo fance to progress 


Ratings Could Go 
Lower Because .. . 


Karn 


ome is 106, below last vear. 


pul hasing power is om; in 


Some demoralizing price 
tion has taken pl ceo mn pi 
Kets 
built 


tially at most levels: distress sell ny 
{ 


Inventor es ire ip substan 
S teared Wm some lines 
Unen ployment n 
tries, such as tarm equipment 
spread iusing lowered income 
‘The nation’s lant Capacities 
greatly expanded, permitting su 
muitput and indicating lower plant 
equipment expenditures in the future. 
Installment debts are inci 


rt ilarly n the 


ich borrow ny tron 


wtomoti 


stuial zed 
in all-time 
$24 billion a ve 
mortgage money market al 
ummet building 
ould tend to deflate the boom in thi 
field. 


Large quantities ot ta I 


| 


| 
shrinkage 1 home 


d il ible goods ire now held th ougn 
rut the eCCONnOMMY : the question 


t 
it 


Saturation irises I: nan 
tougher espe ially on used 

Theoret 1] the boon 

cl illy digestion 
be in orde) 

Rising competition and pressu 
prices put squeeze on profits 


World ~p odu tive 


| . expor 


proving lining 
\ favorable comparison is dith 
against the background ot good 


vious records of many industries 


IS YOUR 
SALES MESSAGE 
HITTING THIS 

MARKET 


Rach year the Oil Industr) spends $ 
billion for equipment and services. Here 
markets for both new and old products are 
being established constantly. Has your com 
pany overlooked America’s fastest growing 
irket? Perhaps some of your products 

have accepted or possible applications 

th tremendous industry 

lhe P cing Pipe Line Division of the 
Oil Industry explores for, drills, produces, 
and pipe lines oil ind vas It uses every 
thing from 5¢ nuts to $500,000 drilling ries 

The Refining—Natural Gasoline-Petro 
chemical Division refines the producing 
branch's raw materials into the thousands 
of useful petroleum products you use every 
day. This Refining Division uses everything 
from $1.00 packing to $1 million processing 
units 


DOES YOUR PRODUCT HAVE A 
MARKET IN THE OIL INDUSTRY? 


Phe world’s largest oil industry publishers 
can tell you quickly what and where your 
market is in the 

industry 
reach 90! 


specialized divisions of the 

Gulf specialized publications 
of the industry's known buying 
power, Research knowledge gained over 36 
years can help you determine your share 
of the market 

Send us your catalog or sales literature 
If you have a market here, our industry- 
manned Constructive Study Panel will re- 
view your products and return to you an 
analysis of your sales possibilities in this 
industry. Inquiries will be kept confidential, 
and you are under no obligation. Address 
Dept. SM, Gulf Publishing Co., P. O. Box 
608, Houston 1, Tex. 


GULF PUBLISHING CO. 


THE WORLD’S LARGEST 
O/L INDUSTRY PUBLISHERS 


P. O. BOX 2608 * HOUSTON 1, TEXAS 


Industry Forecasts: 
Why Ratings Raised 


Cigarettes: 


r-S17¢ 


Clothing (Men's, Women s . Chil- 
dren's): (jrow 


age ag escent 


ol 


vit a Supplies: ( 


ellent 


Industry Forecasts: 
Why Ratings Lowered 


Auto Sales (New): 


ite that the ecord oft 


droppe 


waiting foe ty 


d in th 


Nea 


one ter 


0 wneing (Residential): 


Marke slows new 


Electrical Equipment (Consumer): 


rating considered too w 


Farming: 
ead nor pron 
show weakness 


; 


Government Procurement: 
the present \dn 
T ll ikes ors 


lown 


Imports: 


roreign mi 


| 
Substantial stockp 


, 
ind long term 


a, & Watches: A 


ist the ba _— 
| 


likel 


onsidere 


be say Papicterey: Weaken 


n buving pow 


a (Non- wmeppee. 


ell built uy 


Motion Pictures: 


on-ta. rep il 


Office va aig nt: Hi 


ikes 


Steel & wens. 


backgro 
! 1 ! 
ths looks 


World War III: lor 


Nrailers hegre Anot] 


He's out on another survey, making weekly 

tabulations of grocery store inventories. Ask 

about your product in the No. 1 Test Town for 
Metropolitan NEW YORK.’ 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 
THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


ne a BOGNER & MARTIN 
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&: Air Express 


GETS THERE FIRST : 


Portland, Me., 112.1; Bellingham, 
Wash., 111.8; Gary, Ind., 111.4; 
Grand Rapids, Mich., 110.6; Fort 
Wayne, Ind., 110.5; Paducah, Ky., 
110.5; Detroit, Mich., 110.3; Lata 
yette, Ind., 110.2. 

The SM Research Department has 
for many months been engaged in 
extending the list of high spot cities 

ide the central cities ot i 
ot metropolitan areas which 
. ave ; previously represented 
Retail Sales Forecast for October, 1953 i Cian CR eS oa Bae 
he fi are: New London 
in October . Latavette, Ind.; Davenport 
probabl | ny significant gai . wa; Lake Charles, La.; Monroe 
ye Monroe, La Hagerstown, 
Brockton, Mass.; Port Huron, 
ith Minn.; Joplin \lo 
N. \ ; Hamilton, 
na, Ohio; Lorain, Ohio; 
, Middletown Ohio; Portsmouth 
till proceed silese-vapcln Be perior ' ai Ohio; Steubenville, Ohio; Zanesville 
strong hopes eo pposed to Octobe : Ohio; Hazleton, Pa.; Williamsport, 
I that the season ‘lorida, Indiana Pa.; Abilene, Texas; Laredo, Texas; 
sacle ick ' higan, New Port Arthur lexas; an Angelo, 
lexas: lexarkana lexas \rkansas; 
, , *, those wi I'vle Pexas; Danville, Virginia; 
other = h cit} ndex well abo Jellingham, Wash.; Everett, Wash 
that the . : New London, Conn Kenosha, Wis.;  L: "1 Wis. ; 
York, PFa., 137.7: fad Oshkosh. Wis. 
116.5; Flint, Mich., 1 
th. Ohio 15.8 
Sales Management's Research Depart- 
114.6 ment, with the aid of Market Statistics 


it 


114.6: | orain, Ohio 
Cal., 113.6; Long Beach usiness progress of mot than 283 of 


112.8; Los Angeles Cal., 112.3; 1¢ leading market centers of the « ntry 


Iie maintains running charts n the 


: 2 a Sen GEE GEE Ooms 
| 

| 

; } 

| 

| 


+— $—s - 4 
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Pett tt 
RETAIL SALES TRENDS 
1929-1953 


Actual Dollar Sales +. | 
t , ; on | 


Billions of $ per month 
yiwow sed ¢ 4O sudtig 


"ee | os . 
° esse Steeeecnase® 
s* ®. oe* oe 


’ “%, 
* * . 
*,0* *eenca* 


; 


.y 
‘ Sales Adjusted 
for seasonal and price change 


| 


53 Sales Management inc 
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Retail sales in October will total $15.4 billion, reflecting a 4 The break between 1950 and 195! reflects a change in the 
gain over October, 1952. This volume of sales in terms of 1935-1939 Department of Commerce definition of retail saies to include 


dollars amounts to $7.6 billion when adjusted as shown above sales of outlets going out of business dur ng the year 
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October retail sales targets 
citar cuties: 4 for Advertisers in [parade 
Hat ogeane at lee |g « $2,197,920,000 


SM's 


RETAIL SALES RETAIL SALES CITY 
Oct. 1953 Estimated Oct. 1949 

Three Index 1 S . CITY y Seles Mana nt by Sales Ma 
AKRON (Beacon Journa $ 37,940,000 .720,000 
ALBUQUERQUE rna 17,320,000 ,090,000 
BEAUMONT (Enterpris: ,890,000 , ,000 
BOSTON Post ,000,000 ‘ ,000 
BRIDGEPORT Post .350,000 ; ,000 
CHICAGO Time 580,000 . ,000 
COLUMBUS, GA. Ledger £ f ,660,000 : ,000 
COLUMBUS, 0 tize 140, , ,000 
CORPUS CHRISTI Caller] 810, : ,000 
DENVER (Rocky Mountain New 060, ,000 
DETROIT Fre: 
EL PASO (1 
ERIE patct 
EVANSVILLE 
FORT WAYNE 
FORT WORTH 
GREENVILLE, S.C 
HARRISBURG 
HARTFORD 
INDIANAPOLIS 
LITTLE ROCK (Arka 
LONG BEACH, CALIF 


wero enaus 
CNWee eww Ne VN wWeOownWo—wN 


MACON | 

MADISON 

NEWARK i 

NEW BEDFORD 
NORFOLK 

OAKLAND 

PEORIA i1-Sta 
PORTLAND, MAINE 
QUEENS, N.Y 
ROANOKE, VA 

ST. LOUIS | 

SAN DIEGO 

SCRANTON " 
SYRACUSE Herald Amer 
WASHINGTON Ff 
WICHITA 

YOUNGSTOWN 3 Vindic r ,860,000 


~ 


w ~ 
NMSPOOUDHKWwDSUeUWNWwnn 


w 


w 
ecawonvoveorw-movvevs 


Total PARADE market retail sales $2,197,920,000 


tion of the 9 newspaper 


reaches 


thres 


Parade, the Sunday Picture 
Magazine with 13,000,000 
constant readers 


This Data 


RETAIL SALES FORECAST 
S.M. Forecast for October, 1953 


index Index 
1953 1953 


Stamford has been a_ preferred 
city in this High Spot List every 
month for nine years 


Stamford leads the big fellows CALIFORNIA (cont.) 
% Pasadena 111.2 
fe Riverside 69.5 118.1 
cities of the country — gives adver- & Sacrament ’ 104.6 
* 
* 


because its Ist in family income 
($6.282) among the 200° largest 


San Bernardin , 111.2 
San Dieg 7 107-¢ 


tisers a bigger return for their 
mvestments 
Stamford's Sales °o Above 
Per Family U.S. Average 
Retail Sales 42°. 
Food 48°o 
Furn-Household 87°%> 
Automotive 96° 
Drugs 22% 


Colorado 
The Stamford Advocate is the Colorado Sy 


preferred way to reach this Dawes 
preferred market where top-buy- alias 
ing income keeps your sales in 

the top brackets at all times. 


STAMFORD ADVOCATE ices etter Semen 


Represented by The Julius Mathews 
Special Age ney Inc 


You Always Get More 
In Middletown 


New produet increased employ ine nt 


yreater purchasing power th its UNITED STATES District of Columbia 


v 13.4 ) 


Deleware 


the preture an Middletown = 


Three wellknown industries are expand 
me their facilities (roodvear Rubber . 
Florida 
o. is adding manufacturing, laboratory, Alabama “ 
ofhee and shipping space Po the 19,000 a _ _ : : , a rh ami 


; } * 0 
town area this means a continuation of P } { 19 ) we Pe 


families living in the greater Middle 


the aetivity that has always character les Pet 
ized this prosperous market as 

It will mean more sales greater profit Arizona 

Phoenix ) y 3 2 . 
of The Middletown Press Remember *® Tu ¢ 0 | Georgia 


no combination of incoming non-local 


if you go after it through the columns 


papers can cone anywhere heat equal 
ling the coverage of The Press 
Arkansas 
“You always get more Smith 


in Middletown” . 


THE MIDDLETOWN PRESS 


ie California 
— we Bakersfield 445.4 1046 
» MIDDLETOWN, iN, ial a” alee 
ee Fresno 439.0 97.2 
. BATCNAL PLPREErwrarTe * Long Beach 532.4 117.3 


: , 21th : lAc 
he Jullue Mathews Special Agency % Los Angeles 4427 1168 


Oakland 5.1 


RETAIL SALES FORECAS RETAIL SALES FORECAST 


ee cn, ot Oe ee, Biddeford-Saco 
oo vex Index Index $ Gives You 
Octet aa ae ee The Big Pay-Off 


ilinoi Industrial payrolls keep the econ- 
inois 


omv humming at a steady pace 
# Bloomingt ) 1138 109 6.9 Kentucky . arvana Pe mf 
Champait tw Lexington . 387.9 1051 1011 c euaranteemg neh meonme, evels. 


A 


% Louisville ~--+» 421.5 1044 1004 


" me on a Families have 21¢0 greater pur- 
% Paducah 568.9 114.9 05 


chasing power than the average 
Maine family. 


Buving habits keep step with the 
1e-Rock-Isla : ' : ae 
Moline 9 )3 9 7 13 income level. Retail sales are $32.- 

OO0.000 $3.507 per family 

much higher than the average for 


Louisiana the state or nation. 


%& Baton Rouge 84.9 109.9 1 1 Your sales program will pay-otl 

. . in the Biddeford-Saco market 

indiana 7 ac ¢ , 7 where annie paper, The Biddeford 

wee ATL TD ite AS. Jes ; 1421 103.; oe a Journal, is read in 95°% of the 

w! . homes. Its you best introduction 
to big sales 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Repre sented by 
ius Mathews Special Aq 


How Important Is 


NORWALK, Conn? 


Norwalk is more than just another city — it's a big shopping 
Pee 5 seed 009 a 29 center in rich Fairfield County — it's listed by Sales Manage 


Kansas 


{ 


ment as a metropolitan area — it's a market of 92,000 people 


Norwalk’s income is 54% The Norwalk Hour, with dominat 
rave. Norwalk’s sales are 27% ing circulation in this high-income, 


hove average. Norwalk’s buying sales-producing area, is the surest 


ABC Says Paducah wer quota is 35° above average possible way to on more sales 
City Zone 52.016! valk’s quality index is 35‘ for your advertising dollars. 15 
252 daily circulation — 91°/, cov 
_ The Audit Bureau of Circula- erage of the city zone homes and 
a = a cae Ge ae Norwalk’s income per capita of 55° . of the entire trading area. 
52,016, retroactive to Oct. 1, 1952. S2.217 is S195) above’ Fairfield 

Previous figure was 36,327. oul ; above the State and 


Since a_ billion-dollar atomic ove the US 


pi \ iverage. Nor 
energy plant was started in 1951, sai 
the Paducah market has grown in walk s per family income of $7,658 : 
every way. Put it on your 50,000 is $491 above the County 29 ¢ Y 
! 


‘national’ list. 
thove the State and $2.572 above 


The Paducah $unDemecrat the | : —_ ge preci . ot ur 
entire rading area, consisting o 
31,202 Paducah, Ky. R.O.P. 92.000 people, the average income 
ABC Color 
Burke, Kuipers & Mahoney 


per famaly o1,16% 


Represented by The Julius Mathews Special Agency 


Are You Advertising To Acreage 
Or To People With Money To Spend? 


The PORTLAND, MAINE Market 


is a Nine County Sales Area 


6390 


OF ALL RETAIL 
SALES IN THE 
STATE OF MAINE 
ARE CONCENTRATED 
IN THESE NINE 
SOUTHERN 
COUNTIES. 


$548,382,000 


1952 RETAIL SALES 


The PORTLAND newspapers give you 
94, coverage of the city and retail trade 


Pee ee : 
zone and 52° of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays. 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


epresented by The Julius Mathews Special Agenc Inc 
y Pp g y 


MAINE (cont.) 


% Portland 


Maryland 


w® Baltimor 
Cumberland 
Haue tow 


Massachusetts 
Bostor 68.7 
Broctor 

® Fal River 


Michigan 


w® Battle Creek 


Minnesota 


Dulutt 


Mississippi 


Jacks 


Missouri 
Joplin ee 
Kansas City 
St. Joseph 

St. Louis 


Montana 


w Billing 
Butte 


SALES MANAGEMENT 


RETAIL SALES FORECAST 
(S.M. Forecast for Octobe 19 


co Don’t Sell 
TAUNTON, Mass. Short 


Nebraska You can aim high in Taunton when you set your sales quolas he 
Lir é 10 9 12.9 cause Taunton families rate tops in buying power among Bristol 


Om ee 
County's three largest markets with a family income of $5,172. 


And, even more important to you, this “buyability” is 
Nevada 


Rer 


matched by a record $40,306,000 retail sales volume. 


For example, Taunton families spend $3,631 per year... Bristol 
Co., Mass... $3,135 . LLS.A. average $3.504 

New Hampshire 
ae 03.8 101 7 4) Here's a challenging market . . . combining all the ingre- 


_ dients for profitable selling. 


The Gazette. reaching more than 90°, of all Taunton families. gives 


New Jersey vou that big sales lift. balances out other not-so profitable mal 


Atlantic City 43.8 102 és 13.8 kets. In Massachusetts, Taunton is a “must” if vou really want to 
% Can } 109.1 1049 l 
Elizabeth 459.3 9 3°) make your sales quota. 
te Jersey City 
Hoboke 


te Newark = - | 108 3 ‘ , 
a Ps TAUNTON GAZETTE 
tw Pater 6 101 2 5.9 22.1 Taunton, Massachusetts Established 1884 


w& Trent 
Represented by The Julius Mathews Special Agency Inc 


Getting Better 


All The Time $760,000 MORE 


Income is way up in Pittsfield... 


$5,800 per family 14% above 


<< IN OCTOBER 


Spending is Way up too! $4,816 
per family 54) above the U. S. 


average Retail sales in Passaic-Clifton will be $760,000 


7 , higher this month than October of last year .. . 
coal a. cee A ol an increase of 4.1°/, . . . according to Sales Man- 


more luxurious living, an inereas- : 
ow essoune of soods nnd aseviocs agement forecasts. For the eleventh consecutive 
purchased for personal and home month, Passaic-Clifton is ranked as a ‘preferred 
tise city.” 
Family for family, the Pittsfield ; ; 
Metropolitan County Area is the If you're looking for an opportunity for increased 
most responsive mass-market in sales in October, your best buy in North Jersey 
the State is Passaic-Clifton and The Herald-News ... the 
The Berkshire Eagle, covering North Jersey newspaper with the largest circulation 
100°. of the city zone homes and 


in Bergen and Passaic Counties . . . 58,726, more 


TOC, ‘ : 6 . ‘ : 
: of the entire county, is the than 76 carrier home-delivered. 


only sure Way to reach these 
§4.200 bie spenders 


THE BERKSHIRE 7 7 ‘i TAO 
E A G L e TH E HERALD-NEW . 


PITTSFIELD, MASS. New York General Advertising Office—James J. Todd, Mgr. 
Represented by 15 West 45 Street, New York 36, N. Y.—Columbus 5-5528 
The Julius Mathews Special Agency, Inc 


OCTOBER | 1953 


RETAIL SALES FORECAST 


areca Add the IMPACT 
Do You Own An er. 


Index 


sutomobiles are a | New Mexico 
mighty important factor, Automo } Mbeueeraue 221 114 9.7 7.32 H ALTOONA 
tive sales in 1952 were $559 per * in 


family compared to the New York Add reader-pulling color, matched 
“tate average of $461 to your exact specifications in the 


New York Altoona Mirror every day 


t Albany a = tee PETS Use the combination you want 
market story in a nutshell our .. se 1107 106 4 #4 92 Black plus 1 COLOR 


Everything is way above average. Elmira 


ik cited sien. teen Te Township... 9076 MLD 1076 5424 Black nlus 2 COLORS 


me 2 ol 2¢ , 

drawn from the rich surrounding . as 9 9 gO] &7 Remember, color adds pulling 

pone er or ign eMart a Ne ' l rm ae z power to your story, helping you 
a ‘ ' sell ALL the over 33.000 daily cit 

culation of the Mirror 


ind that's the Little Falls 


where your profit 


yreuter than mo oman 


Phe Litthe Falls Times carries y« meme a oe ong .. z ALTOONA, PA.'S ONLY 
he tai ae Te A raat. Ee OS Se EVENING NEWSPAPER 
bhevenne in the entire market { RICHARD E. BEELER 


D000 peaple helps to put acddes Advertising Mana 
horsepower pmto your se Ihaney plan 9 id 


ie falls Tones | waters, .. Altoona 


Little Falls, N. Y. 


; t +“ s ‘ z ‘ : s 
ented by The Julius Mathew ; 17 10 16.89 trror 
Special Agency ( 2a } rt 04 10 ] e 


—— wins' a : NORRISTOWN ePAe NORRISTOWN 


PA 


ONCE THERE WAS 


A SPACE BUYER 


Grand guy . . . kind to his wife 

loved by his kids . big 
shot to his secretary . . big 
voice at board meetings. Sud- 
denly his popularity went 
"poof." He fell victim to the 
illusion that he could sell Salis- 
bury-Rowan from _ outside. 
Didn't work. Dealers sick of his 
product. His kids eye him with 
scorn. Iced love from wife. Sec- 
retary wants transfer. Board 
members cry "“shuddup” when 
he opens his trap. Needless to 
say, his unhappy firm wasn't 
one of the 53 NEW national 
advertisers to join the POST 
this year. 


LARGEST CIRCULA- 
TION IN HISTORY 
RECORDS THE 
GROWTH OF THE 
MOST IMPORTANT 
SEGMENT OF THE 
GREATER ~ PHILA. 
AREA NORRISTOWN 


24,18 


ABC es 3f, 1983. 


North Dakota 


Vd © NMOLSIHUON 


NMOLSIHUON: @ 


Growing with the area, and 

a ‘ ; asa aap helping to promote its 
1953 BRAND PREFERENCE speaaaiies ae growth—The Times Herald 
SURVEY ready. Get yours now. is the only newspaper on 
the “inside” ... . reach- 
ing an audience with over 
$81,C00,000 spendable_ in- 


NORRISTOWN @ PA ® NORRISTOWN 


Okichoma 
Bartle ville 

\ Musk 
Uktahoma ( 


THE SALISBURY Post = 


Sas shau/y, Noth Ca ola 


e PA « 


} 


NMOLSTHUON e@ Vd 


Oregon 
Portland 2 Represented Nationally By The 
Salen 155.0 g 38 g.8 Julius Mathews Special Agency 


WARD-GRIFFITH COMPANY 
Representatives 


NORRISTOWN 


Pennsylvania 


Rhode Island 


South Carolina 


South Dakota 


Tennessee 


RETAIL SALES 
t 


Vermont 


Bb 


Virginia 
* 0 
* | 


Washington 
te Bellingha 

we Everett 

ae Seat! 


West Virginia 


} 


w& Whe 


Wisconsin 


Wyoming 


it isn't a case of being able to 
afford your product, it's how 
much they know about it that 
counts. 


examole are 3 
and $425 above tt 

You car e this yh-ir " 
through Newport (¢ { 


The Newport Daily N 


Represented by The Julius 


Spe ia Age , Inc 


y 


ew 


In Newport, Rhode Island 


| 
i 


ews 


sO 
They Took the 
$17,000,000 


socket families 


erage foo 
by a fat 13 
lt your 
cwr tood ales ould stand 
fattening tap is 100,00¢ plus 
market through its one-anc 


ocal daily, the 


WOONSOCKET 
CALL 


Representatives: Gilman, Nicoll & Ruthman 
Affiliated: WWON, WWON.FM 


COVERS RHODE ISLAND'S 
PLUS MARKET 


average income 
per farm 


Cover 50 of Wisconsin’s 
Richest counties, Reach 
139,140 radio farm 
homes with an annual in- 
come well over a billion 
dollars. 


Sell to the “cream” of 
America’s Dairyland with: 


MADISON, WIS. 
Wisconsin’s 

most powerful radio station 
Represented nationally by 
HEADLEY-REED CO. 


A CHALLENGE 
CAN YOU FILL THIS SALES POSITION? RETAIL SALES FORECAST RETAIL SALES FORECAST 


S.M. Forecast for October, 1953) S.M. Forecast for October, 1953) 

, City City 

trial field. We ve City Nat'l Dity City = Nat 

industrial sale Index Index $ Index Index $ 

1953 (Million) 1953 53 Million ) 
tionally dvertised 4 ‘ y ‘ October vs October 
i/ine y 153 1952 1952 

We i 

lustrial I into the retasl 


We will elect an eaAperience . “a CANADA 


executive havi 


hur company 3 national 


the ability , | Nova Scotia 


Halifax 


Alberta 
te Calgary 


deus a Comontes 719 Ontario 


pret pro 
cham and «te Hamiltor 
| irtmment ’ ele You mist bring 
il and Knoyv 
the retail fiel British Columbia 
Your headquarter will be in ‘ Vancouver 405.4 
middie west and you must be tre Victoria 298% ] 
Salary and imeents 
commensurate with yvour ability 
Pell us in detail all about yourself 
education, work history including Manitoba 
present earning ind owhat) you Winnipeg 
know (not think) you can do. Tell 


us everything for if you can really 


your present employment, past and 


capably fill our job we want you 


n | our sale org a ition but in New Brunswic Saskatchewan 

order to judge whether or not to 

aint Joh 235.7 ; gina ) 

itrange for ar interviey we dnust w Re waa. 

have all the tae i ist letter 
corre pone nee 


trictly confide 


One million businessmen 


seek the advice of our readers Statement of Ownership 


a a fast-growing profession 
serving American business. STATEMENT REQUIRED BY THI hilip Salist | 3 Ave 
ACT Of AUGUST 4 1912, \s ‘ ( 

AMENDED BY Pil ACTS Of 

MIARCH 3, 1933, AND JULY 2, 194¢ 3 ’ own bondholders 
Ditl 39, Lnited States Code, Sectio 1 other irity holders owning o18 

233) SHOWING THE OWNERSHIP | per t if te imount 

MANAGEMENT, AND. CIRCULA o1 mortear er securities 
PION ©] ! t re oO st None 


. are you selling the account- 
ants? 


ortyayees 


CIRCULATION 
63,066 
ABC 


nh cases 

1 holder 

on the be tf the company as 

trustee or in any other fiduciary relation, 


the name ot the per moor corporation tor 


whom such trustee Is acting also the 

Phe names and addresses of the pub statements in the two paragraphs show 

editor, managing fitor, and busi the athant’s full knowledge and belief as 

— America’s foremost accounting 270 MADISON AVE = managers are iblishes to the circumstances and conditions under 


MANAGEMENT, ING 3 urth Avenue, which stockholders and security holders 
KI1G6NY , , 
and financial management magazine WEW YORK 16, New Vork 6. N. % a Philip Sali who do not appear upon the books of the 


hur 386 Fourth \ New York omy IV as trustecs, hol ock and secu 
N. ¥ Managing editor R. Hahn, 3 ritie in a capacity het i that of a 
Fourth Avenue \ t fide owner! 


OPPORTUNITY 
es of 


for man with proven sales sori : ants eee in acti ccealli 
ability. Manufacturer of > oT ae ae 
self - priming centrifugal orati . ind address) m pas senna ng the 12 months 
. sire az e immediately thereune ; the d 1 above was 
pumps desires man to head — te Tieceael ent Aired a yr aon 9 
Pump Department. Engi- 
neering experience prefer- ciliates uit sama. WE seeal rapers only 
red but not necessary. Ex- corporation, the names and 
cellent salary and benefits. the individual owners must 
) . ; : wned by a partnership or other unin sw ribe 
> of opportunity tor ~ 
Plenty of PI We corporated firm, its name and address, as 11 day of pter r, 1953 
right man to grow. rite well as that of each individual member SEAL] Helen M. Ver 
Box No. 2988 must be given.) SALES MANAGEMENT, IN¢ My commission expires March 
Rayvm {1 Bill, Edward Lyman Bill and 954 


i ! ite ough th 1 r otherwise 


oo semiweekls iweckly news 
' he 


SALES MANAGEMENT 


Advertising Checking Bureeu 
Age y Ha &B r 
Advertising Sevmeegtien of America 
Advertising Publishing Co 
Age Thomas F. Lacy 
Aero Mayflower Transit Go. 

Agency: dsidene Van 
Ahrens Publishing Co 
Agency: Bauer Advertising 

Air Express 
Agency: Robe 
Air Force Times 
Agency: C 
Altoona Mirror 
Americon Red Ball Transit Co 
Agency: Ruben Advertising A 
Americon ae Samer Pang 1 
Agency: M ynn-E 
American Wee ekly 
Ager y Ce & Presbrey 
Ampro Corporation 
Agency: Alex 1 anz Advert 
Army Times 
Agency: Clinton D. Carr & 


36 


Batten, Barton, Durstine & Osborn, Inc 
Bayonne Times 
Agency: Harvey B. Ne 
Beli and Howell Co 
Agency: McCann-E k 
Biddeford Journal 
Booth Michigan Newspapers 
Agency: The Fred M. Randal! C 
Bruce. Richards Corp 
Agency: Vanguard Advertisir 
Buffalo Evening News 
Agency: The Moss Chase C 
Our goyne Grocery and at. Index 
Agency: As ated Ad y Agency 


Canton Repository 
Agency: Richard | 
Capital Airlines 
Ager Edwin Ryan Adv 
Cappel, "MacDonald & Co 
Agency: Don Kemper C 
Capper-Harman-Slocum, Inc 
Agency: The Bucheh ( 
The Cheese Box 
Chelsec Clock ag 
Agency: Danie J 
Chicago Daily Aad 
Agency: Patton Hagerty & S 
Chicago Thrift Etching Corp 
Agency: Lamport. Fox Pre 
Chicago Tribune 
Agency. N.W. Ayer &S 
Chilton Co 
Agency: The Aitkin-Kynett ( 
Cincinnati Times Star 
Agency: The Chest 
Cleveland Plain Dealer 
Agency: Lang, Fisher & 
Consumer Markets 


co 
Gr 


van \ 


ncy: The t er Hor 
H “S$ Crocker Co. 
A Brisacher Wheel« 
Custom Food Products, Inc 
zency: Marthens. G way & 


Dazey Corporation 

Agency: Glen R. St 
Detroit News 
y WB 


Eastman Kodak Co 
Agency: J. Walter Th 

— Air Freight 
y' J. M. Mathe 


The Farmer Stockman 
Agency: | 2 inkle C 
-" Three Markets pepe 
Ac Ander 

Floride Times or 

Lynde & A 

Fort Wayne Newspapers 
Agency: Miller Advertising C 

Myron Foster's Hesperion Orchards 
Agency: Pacific Nationa 


Agency: Newmar 


4 tisir 
ve 3 


Good Housekeeping 


Agency: Ande 5] 


on & 
Goodren Products Corp 
Agency: Dufine-Kaufman & A 
James Gray Inc 
Agency: Hickey & Murphy 
Greensbor> News Geourd 
Agency: Henry J. Kaufman & 
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om Publishing Co. Inc 
gency Lamb & Keen 
Gulf Publishing Co 
Agency: Brennan Advert 


Halvorfold-Kwikprint Co 
Aqgency: Newman, Lynde & Asso 

1. W. Harper : 
Agency The Kleppner C¢ 

The Schuyler Hopper Co. 

The Houston Chronicle 
Agency: Ritchie Advertising 


Industrial Equipment News 

Tracy, Kent & C Inc 

institutional Feeding and Housing 
Agency: Hazard Advertising Cc 


Agency 


Journal of Accountancy 


Ladies Home Journal 
Agency: Doherty, C 

Little Falls Times 

Los Angeles Evening Herald-Express 
Agency: C. B. Juneau Advertising 

Louisville Courier Journal 
Agency: Zimme McClaskey 

Lusteroid Container Co., Inc 
Aaency: Fred H. Ebers J Ir 


McCalls 

Agen Cunningham & Walsh In 
McClatchy Newspapers 

Agency: J. Walter Thompson 
Mechanization, Inc 

Agency: Henry J. Kaufman & Associate 
Memphis Commercial Appeal—Press 

Semmiter 

Agency: Rosengarten & Steinke, Ir 
Miami Herald 

Agency: August Dorr Advert 
Middletown ou 
Milprint, inc 

Agency: Bake Johnson & Dick n 
Minneapolis Star & Tribune 

Agency: Batten, Barton, Durs 
Modern Machine Shop 

Agency: The S. ( Baer Co 


tine & Ost 


Noscon Products 
Agency: HB. Humphrey, A 
naenes Business Publications 
y: GM. Basford 

National Broadcasting a 

Agency J. Walter Thomg 
Novy Times 

A ncy: Clinton D. C 
Neon Products Inc 

Agency: The Jay H 
Newark News 
Newport News 
Norristown Times Herald 
Norwalk Hour 


Daily Oklahoman 
Agency: Lowe Runkle 
Omaha World Herald 
Agency Allen & Reyn 


Paducah Sun Democrat 
Parade Publications, inc 
Agency: Calkir &H Je 
& Smith 
Passaic Herald News 
Philadelphia Evening Suttetin 


n arr i ivert 
Pittsfield Berkshire Evening Eagle 
Portland Press 
Practical Builder 

Agency: Hal Stebbins Inc 
Progressive Architecture 

Agéncy: Anderson & Cairr 
Puck, The Comic Weekly 

Age y R t ‘ 


The Representatives of Electronic Products 
Manufacturers, Inc 
Agency: Burton, Browne Advert 

Reynolds Metals Co 


50 


1 


2nd Cover 


114 


INDEX TO ADVERTISERS 


St. Louis Post Dispatch 
Agency Gardner Advertising U« 

St. Paul Dispatch Pioneer Press 

Agency: Ephraim Holmgren Advertising 
Salisbury Post 

Agency The J Carson Brantley Advert 

Agency P - 

San Diego Union & Evening Tribune 

Agency: Barnes Chase Cc 
South Bend Tribune 

Agency: Lamport, Fox, Prell & Dolk In 
Stamford Advocate 
State Teachers Magazine 

Agency: M. Gien Miller Advertising 
Steel 

Agency: Beaumont, Helle & Sperling In 
Successful Farming . 

Agency: L. E McGivena & Co. In 
Sweet's Catalog Service 

Agency: The Schuyler Hopper Co 


The Swiss Colony 
Agency: Arthur Towel! In 
Tacoma News Tribune 
Agency: The Condon Cc 
Tampa-Havana Co 
Agency: Jack Lacey Advertising Agency 
Technical Service, Inc 
Agency. Charles M. Grey & Assoc 
J. Walter Thompson Co 
Today's Health : 
Agency. Wells Hetherington & Associates 
Town Auto Rentals, Inc 
Agency. W. S. Roberts, Inc 


U.S. News & World amid 
Agency. The Caples 
Universal Match coe 


Agency: Westheimer & B k Advertis 


WBBM Radio Network 
WBBM-TV 

Agency: McCann-Erickson, In 
WKOW (Madison) 

Agency: Madisor 
wMc CMompte) 

Agency mon & Gwynn Advertising 
WOAI (San Antonio) 

Agency: Wyati Advertising Agency 
Wall Street Journal 

Agency Bozell & Jacobs, In 
Western Union Telegraph Co 

Agency: Albert Frank-Guenther 
Westinghouse Radio Stations, Inc 

(Philadelphia) 

Agency: Gray & Rogers 
Wilson Jones Co : 

Agency: Charles O. Puffer 
Woman's Home Companion 

Agency: McCann-€ ks 
Woonsocket Call 

Agency Gordon Schonfarber & Ass 


Advertising Agency 


jrd C 


over 


WANTED: 
PRODUCT MANAGER 
INDUSTRIAL RACK SALES 


Sales Agents needed for sever 


old woodenware 
Paper Jobber, Ice Cream Manufa 
turer, Restaurant Supply, and 
Surgical Supply trade contact pr 
ferred. For further details, ser 


line, including 
Box 2990 


areas covered, 


manutacture 


al 


territories by a more-than-50-year 


I 
4 
ot 
e 


id 


brief, confidential background out 


to 


The Seiatch Fal 


e Country Drun 


NOTI 
yal tende 


crackling 


hewed o his ow 
h F : 5 reste 

maimed 

, 
KNOWS 


OW bus 


APES GO TO COLLEGE | 


Dark Cottons Go te 


Ads and service articles in the Companion 
are not competitors. They’re good compan- 
ions. Profitable companions. 


t/ ‘ ” 
To hit home vith 
roduct, there’ no better 
When your home-and-family product ad runs it WOMAN’S HOME COMPANION 
WoMAN’S 0 COMPANION it reache f 

men already ina home and family mo : > sub 


| the ibject on the 


= COMPANION sas 


CUngen {amiVios - faamiios with mop children 


a ance 
—than ant thor Womens Court(s magazme 
' 


As competition intensifies, some brands are being 
forced off retail floors and shelves. You can make 
sure yours will not be among them by building the 
traffic and demand that are important to retailers. 

Retailers today want to stock and push the 
brands their customers want to buy. More than any 
other, the medium to use to give Chicago families 
buying ideas is the Chicago Tribune. 

Hundreds of thousands more families read the 


Tribune than read any other Chicago newspaper 


/ a v at 
19 OS 


. 3 » Hu 
. 199 / 
A ws ey 


because it prints the news and information they 
want to have in order to get more out of life. 
Retailers place more of their advertising budgets 
in the Tribune than they place in all other Chicago 
newspapers combined. Manufacturers and distribu- 
tors make it their primary medium in this market. 
A Tribune representative will be glad to work 
out with you a plan which will increase your sales 
and build a consumer franchise for your brand that 


will stand up against competition. Ask him to call. 


ADVERTISING SALES Chicago 
REPRESENTATIVES A: W. Dreier 


1333 Tribune Tower 


New York City Detroit Son Francisco 
E. P. Struhsocker W. E. Botes Fitzpatrick & Chamberlin 
E. 42nd St. Penobscot Bidg. 155 Montgomery St 


Los Angeles 
Fitzpatrick & Chamberlin 
1127 Wilshire Bivd. 


